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* USERS OF IBM EQUIPMEN a Adapt your facilities to the use of Direet 
Mail. We shall be glad to show you how. Call or write for particulars. 
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Don't delay... 
try test 


mailing today! 


eee 


SEN-BAK is the new triple- 


purpose direct mail unit that is 


out to break all direct mail 


response and order cost records. 


SEN-BAK is new all right--but 


“not fully aware of 
Sen-Bak". . . “would 
like to hear what pre- 
sent users are saying” 
...then fill in, clip and 
send the attached 
coupon and receive 
this handsome port- 
folio with the entire 


story. 


Since its introduction last 


October, every user has been 


more than satisfied with results. 


Convince yourself by trying a 
test SEN-BAK mailing now! 
“PATENT APPLIED FOR 


r 
| GENERAL OFFICE SERVICE «+ INC 
| 527 SIXTH STREET NW WASHINGTON ! DC 
| | would like to receive your Sen-Bak portfolio 
| 
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company 

| street 
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At this point 
WRINKLES 


There’s no point collecting worry lines 
from folds and wrinkles in finished 
duplicating work. 

Most of the time these creases are 
caused by uneven moisture content in 
the paper. This causes a “warping” 
of the paper in the feed tray and these 
ridges are folded smooth as they feed 
under the roller. Sometimes the warp- 
ing is caused by a wide variation in 
paper moisture and room humidity. 

To combat wrinkling, all of East- 
ern’s wide assortment of duplicating 
papers are made with an even, correct 


moisture content . . . scientifically con- 
trolled and designed to work perfectly 
under normal office conditions. 


If you’ve been troubled by wrinkles 
why not try one of these fine papers on 
your office duplicating machines: 


Atlantic Duplicator, Atlantic Bond, 
Atlantic Mimeo, Atlantic Opaque, 
Manifest Bond, Manifest Mimeo, 
Manifest Duplicator. 


All but Atlantic Opaque are available 
in attention-compelling colors. Send for 
sample packets or sheets. 


ATLANTIC BOND 


MADE BY EASTERN CORPORATION + BANGOR, MAINE 


PAPER 
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DEPARTMENTS 


NEW DEPARTMENT BEGINNING IN THIS ISSUE 


You'll find some idea-starters in: 
GINGER JAR — dy P. K. 


COVER STORY 
SHORT NOTES. . 


A Monthly Copy Clinic: 
REED-ABLE COPY — Conducted by Orville Reed 


PERSONALITIES INTHE NEWS ._. 


A Round-Up of Club Activities: 
ORGANIZATION REPORT 


MY MAIL ORDER DAY— by Jared Abbeon 
DIRECT MAIL DIRECTORY... 


FEATURES 


THIS AGENCY TAKES ITS 
OWN MEDICINE — Ay Joseph Heillig 


HOW STANDARD PRESSED STEEL CO. 
HANDLES AD INQUIRIES — Il’. Scott 


HOW FRIGIDAIRE IS HANDLING THEIR 
1955 DEALER CAMPAIGN 


SOME A-B-C’s OF DIRECT MAIL — 4y Ruph 7. Curtis 
NEED HELP IN NEW YORK? 


Henry Hoke 


Editor and Publisher 
M. L. Strutzenberg 


Business Manager 


Dudley Lufkin F. Stern 


Field Editor Circulation 


Henry Hoke, Jr. 


Advertising Manager 


H. L. Mitchell 


Western Advertising Manager 


The Reporter of Direct Mail Advertising is published monthly by Henry Hoke, publisher, 
at Garden City, New York. Subscription price is $6.00 a year. Re-entered as second class 
matter at Post Office at Garden City, New York, under the act of March 3, 1897. Copy- 
right 1955 by Henry Hoke. Western Sales Office: H. L. Mitchell & Associates, 3087 Saturn 
Avenue, Huntington Park, California, Lafayette 4668. 


The Reporter is independently owned and operated. But in addition to thousands of 
regular subscribers, all Members of the Direct Mail Advertising Association receive The 
Reporter as part of the Association service. A portion of their annual dues pays for 
the subscription. 
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COVER STORY: 


Salute To A 
Direct Mail Pioneer 


On page 31 of the January, 1955 
Reporter we reviewed a new motion 
picture titled Dear Mr. Customer 
a 16-minute, full-color epic, dramatiz 
ing the need for local direct mail with- 
in big national campaigns. Since then, 
just about all of the many experts who 
have seen it agree that Dear Mr. Cus 
tomer is the best direct mail film ever 
to hit business screens. 


For every project receiving such u 
nanimous acclaim, more likely than not 
you can find one man responsible for 
sparking the idea. The one responsible 
for Dear Mr. Customer is tound on 
our cover this month. He’s A. M. 
(Andy) Andersen, executive vice 
president of Reuben H. Donnelley 
Corporation, who's in charge of their 
mammoth Direct Mail Division. 
Dear Mr. Customer, produced and 
released three months ago by the divi 
sion, is only the latest in a long string 
of dynamic direct mail projects engi- 
neered by Andy. They started back in 
1928 when Andy began pioneering to 
establish direct mail as a big-time, im 
portant media. For the job he’s done 
to clear the wilderness over the years 

.we think well-deserves this 
cover salute. 


As a present DMAA board member, 
past MASA board member, and na 
tionally-known direct mail speaker, 
Andy Andersen is a familiar name to 
most Reporter readers. But for those 
who should know him better, here’s 
the highlights of his brilliant 33 year 
direct mail career: 

Andy can tell you he was born in 
both Nevada and Towa. It confused 
us, too, until we learned that the Ne- 
vada wasn't the gambling mecca, but 
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Write today for Columbia's 
helpful new envelope guide 


the 


original 
ARISTOCRAT 
style envelope 


COLUMBEA EN 
2019 N. Hawthorne St. 


a small farm town in the State of 
lowa where Albert M. Andersen first 
saw the light of day 55 years ago. He 
attended high school there, later leav 
ing for Illinois where he went through 
Carthage College. 

After a short hitch in the Army 
during World War I, Andy started 
to work for Reuben Donnelley’s Pro- 
duction Department in 1922. He soon 
became a salesman, and in 1926 was 
made manager of the Donnelley Atian- 
ta, Georgia, branch. Two years later 
he was recalled to Chicago and pro 
moted to account executive. 

Andy can truly be called the Daniel 
Boone and Davey Crockett of direct 
mail Dealer Help Campaigns. As early 
as 1928 he was pioneering for package 
campaigns that would give dealers 
complete printing, imprinting, list and 
addressing services for a set price per 
piece. Before he sold the first complete 
dealer package, most dealer direct mail 
consisted of printed instructions sent 
to dealers “telling” them what to do, 
where to get lists, how to address, etc. 


Most dealers never bothered. Then 
Andy got Donnelley to do it all for 
them. . .instituting packaged Dealer 


Help Campaigns which have since be- 
come standard operating procedure in 
direct mail. 

Another Andersen antecedent was 
the first large mail sampling campaign 
which he sold in 1931. In 1936 he took 
over the Chicago Mail Division as its 
sales manager, and immediately started 
to enlarge the Premium Mailing De 
partment. When World War II end 
ed, he approached food, soap, cosmetic 
and other consumer product companies 
with a program to help them re-estab- 
lish their brand names. House to- 
house sample distribution seemed im 
possible because of acute manpower 
shortages. . .so Andy sold manufactur- 
ers the idea of using large coupon 
mailings. “Complete coverage with 
coupons” clicked. . .its outcome being 
the build-up of Donnelley’s huge Oc 
cupant list now totaling some 46,000, 
000 addresses. 

After racking up one mail success 
after another, in 1951 Andy, himself, 
was upped. . .to executive vice presi- 
dent of the Donnelley Corporation, 
where he now controls the largest di 
rect mail volume of any company in 
the country. 

On the personal side. . .he lives in 
Flossmoor, Illinois, with his wife Mary 
Jo and 15 year-old daughter, Karin. 
Andy takes an active interest in local 
civic affairs. . .presently acting as 
board member for the Chicago Area 
Project (a boys’ organization); Glen- 


A scene from Reuben Donnelley’s 
$65,000 direct mail production, 
“Dear Mr. Customer.” 


. wood School for Boys; and Flossmoor 
Country Club. He's also a past com- 
mander of American Legion Post No. 
628 in Flossmoor. 

Ever since his early pioneering days 
with Dealer Help Campaigns, Andy 
has always been a firm believer in 
what he calls “the necessary link be 
tween an advertiser's national program 
and the neighborhood of his local out- 
let.” Last year, he convinced the Don 
nelley Corporation they should drama 
tize the importance of the “link” by 
producing a_ spectacular film 
about it. . .one that would emphasize 
how nationally compiled lists can be 
refined tor local mailings. But the 
film Dear Mr. Customer emerged more 
than just a good sales tool for Donnel- 
ley. A fine script by writer True 
Boardman and an excellent production 
by John Sutherland Productions of 
Los Angeles made it a powerful edu- 
cational tool for the whole direct mail 
industry as well. 

It cost Donnelley $65,000, as they 
say in the film trade, “to put it in the 
can.” It is our guess they won't regret 
a dime of this sizable expenditure. Be 
sides reaping business for their Direct 
Mail Division, the film is bound to 
receive applause from the entire direct 
mail industry for the educational job it 
accomplishes. There are still plenty of 
frontiers on the direct mail horizon. 
Dear Mr. Customer will help inspire 
more pioneers like Andy Andersen 
to go out and conquer them. 


Sa les 


1955 DMAA 
CONVENTION PROGRAM 
IS ALMOST 
COMPLETED 


See report on 
page 40 and... 


Make your reservations 
soon as possible. 
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TRE 


most 


IN ALL AMERICA! 


LINE 


TEXT &€ COVER 
PAPERS 


Above all else, Hamilton Text & Cover Papers are distinctive. They are 
perfectly adapted to every kind of printed piece, from simple folder to 
elaborate brochure. And their printability is second to none. Each paper 
is surface sized, pre-humidified, guarded by scores of quality controls. 

This line of nine magnificent papers offers you literally hundreds of 
different ways to do any job. Look at the wide choice of finishes, for 
example—there are felt, laid and vellum surfaces in this great line. And 
the range of colors is little short of breathtaking—everything from the 
softest of pastels to the brightest and liveliest of primary shades. These 
papers are highly opaque, and the feathery deckle edges on many of them 
add to their feeling of quality. 

You can depend on Hamilton Text & Cover Papers to make a standard 
printed piece outstanding . . . and to turn special jobs into memorable 
printing accomplishments. Best of all, you can use these papers economi- 
cally for almost any assignment—folders, booklets, annual reports, self- 
mailers, broadsides, pamphlets, menus. 

Ask your distributor for swatchbooks . . . or write us direct. 
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HAMILTON PAPERS 


W. C. HAMILTON & SONS, Miquon, Pa. Offices in New York, Chicago, Los Angeles 
Plan the design with paper in mind 


HAMILTON TEXT & COVER PAPERS inctude Carousel « Andorra « Victorian 
Louvain Sheffield « Gainsborough Weycroft « Kilmory Vellum 
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names unlimited 


st broker 


r attention to the needs of mailers and list owners 


More “Inaide Story of the Liat Business” 
in our MAILERS BULLETIN. If you would like to receive 


it drop us a note on your letterhead. 


names unlimited 
names unlimited 
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has. for 27 vears. given personal and e 
or years, given persona! and eage 
Charter member of the National Council of Mailing List Brokers 


We welcome your direct mail ideas and news items for this department. Send al! material to 
Short Notes Department, The Reporter of Direct Mail Advertising, 224-7th St., Garden City, N.Y 


(j) IN FEBRUARY in this spot we con- 
gratulated Printer’s Ink chairman of the 
board C. B. Larrabee for his editorial 
against long-winded convention pro- 
grams. As an added footnote this month, 
we refer everyone interested in stream- 
lining business conventions to the Na- 
tional Frozen Food Locker Institute, 
Elizabethtown, Pa. Their last confab was 
a new experiment in convention plan- 
ning. . .with no speeches. The oratory 
was replaced by a panel of experts an- 
swering important business operation 
questions. Delegates were each given a 
complete handbook with space provided 
to fill in the question answers for future 
reference. The whole story, told by In- 
stitute executive secretary Robert L. 
Madeira in a recent Sales Management 
article, proves that conventions can be 
a howling success without unnecessary 
howling from the platform. 
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QUIZ OF THE MONTH 


See if you can guess the name of this 
faithful Reporter reader . . . or even where 
the candid shot above was taken. Canadians 
should recognize him as one of Toronto's 
popular Post Office officials. But when you 
give up on where the camera caught him, 
turn to page 47. 
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NEED A GOOD CATHOLIC 
LIST? Write to J. Louis Meyer, business 
manager of the Official Catholic Direc- 
tory, 12 Barclay St., New York 8, N.Y., 
and ask him for Bulletin No. 7 just 
off the press. Gives complete breakdown 
of 15 top-notch Catholic lists you can 
rent from O.C.D. Rates for most lists 
(including addressing) are $12.50 M.. . 
$15.00 M for special selections. O.C.D. 
has a tot?’ of 45,031 names on plates. . . 
covering every buying factor of the Cath- 


olic market. 


() A NEW IDEA KIT for Offset Dupli- 
cating has been put together by the 
Eastern Corp. Sampling sheets of their 
various offset papers, the Eastern kit 
gives general offset information, operat- 
ing hints, paper requirements and ac- 
tual printed specimens. Write Eastern at 
Bangor, Maine, for a copy. 
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() SEVEN COLOR PHOTOS of their 
plant made a lively postcard mailing 
from Regina Services Corp. (printers), 
847 Lexington Ave., Brooklyn 21, N. Y. 
The photos showed a model decorating 
Regina’s platemaking, offset, letterpress 
and other departments. Ganged on a 
512” x 9” full-color postcard, each photo 
has a short caption. . .plugging Regina’s 
“attractive” services. Copy was expanded 
on the address side to give more details 

. and offer a complete pricing book- 


let. 


(1) NOTE TO ARTHOR MURRAY 
ROBINSON: In your recent by-lined 
story about the birth list business titled 
“Stalking The Stork” (Collier's, March 
4th), you gave some pointed examples 
of how business discovers an expectant 
mother’s “secret” and her name winds 
up on a mailing list. One good example 
you missed, however, was a note from 
a New York mother-to-be, recently re- 
ceived by Dunhill List Co., Inc., New 
York. Giving Dunhill her full name, 
address and phone number, the woman 
wrote: “Expecting a baby early in Aug- 
ust... I meed: maternity and baby 
clothes, insurance, diaper service, baby 


when the job is LARGE 


call LEMARGE! 


SERVING CHICAGO 
AND THE 
MIDWESTERN AREA 


Lemarge . . . the finest mechanically 
equipped mailing service in the 
Middle West producing all types of 
jobs at low cost. 


Lemarge . . . a battery of modern auto- 
matic inserting machines turning out 
over half a million pieces a day. 


Lemarge . Specializing in speedy 
premium handling and mailing and 


low cost typewriter addressing. 


for details! 


the LEMARGE company 


S. Jefferson Street 
7 Chicago 7, Winois 
Phone: HArrison 7- 1030 
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The job’s 
not finished 
until it’s 


Maybe we're prejudiced . . . but it’s 
beyond our understanding how an 
advertiser (especially a direct mail 
advertiser, the most sensitive of his 
breed!) will painstakingly put to- 
gether a self-mailer . . . choose his 
illustrations with infinite care .. . 
write and rewrite his copy. . badger 
the printer to achieve exactly the 
effect he wants . . . sit on the binder’s 
bench to see that the trim and fold- 
ing are microscopically true . . . and 
then send it out without sealing! 


Before you send out even one more 
self-mailer investigate automatic seal- 
ing. You'll learn that seals 

1. add color and sparkle 

2. hold in an extra insert 

3. have psychological ‘‘open-me'’ appeal 
4. impart importance to any mailer 


And seals do all this at trifling 
extra cost and almost 
no expense in time! 


Write today for free 
illustrated booklet about 
how Seal-O-Matic 

can help you. 


Exclusive users in 


the New York area: 


Automatic Sealing Service 
115 Christopher St., N.Y.C. 


furniture, carriage, etc.” Your article im- 
plied birth list compiling is done with 
Dragnet methods; but here’s a case where 
one wide-awake woman did the stalking 
. . .to find out all she could about prod- 
ucts she needed. 


([) AMERICAN TYPE FOUNDERS, 
Elizabeth, N.J., has instituted a new plan 
of type distribution, making ATF type 
more readily available to printers and 
other users throughout the country. ATF 
has authorized 42 franchised dealers in 
principal cities who will be stocked with 
all sizes and faces selected to meet the 
needs of their local areas. Vice president 
in charge of sales R. A. Tobias says the 
new dealer setup will be completely es- 
tablished by August Ist. 


ARTWIL ADVERTISING CORP., 
22 West 48th St., New York 36, N.Y., 
got an unusual effect with a letter spray- 
ed with artificial snow. Opening tied in 
with the snow-sprayed effect: “SNOW— 
and bitter cold, we know, make you think 
ahead to a HEAT WAVE! That's why 
we want to talk to you now about our 
specialized ability to get inqiuries at a 
low cost.” Mailing was sent out during 
the unusual snow flurries in New York 
last month. Smart selling! 


[) TIPS FOR DARTNELL SUBSCRIB- 
ERS is a neat little bulletin sent out by 
Dartnell Corp. sales service editor Rob- 
are B. Ross. The tips are paragraphed re- 
views of current business literature worth 
reading. Covers a lot of interesting ma- 
terial available, and gives name and ad- 
dress of each publisher. Write to Mr. 
Ross at 4660 Ravenswood Ave., Chicago 
40, Ill. and ask him for a sample copy. 


[) COMEBACK DEPT.: Last November, 
Power Products, Inc., 175 E. 87th St., 
New York 28, N.Y., sent out a mailing 
for one of their power tool products. On 
February 8th, one piece came back. . . 
all the way from Pusan, Korea. An un- 
deliverable Korean address turned up on 
a rented list. The envelope was covered 
with Korean writing, but otherwise in 


good shape. Quite a trip for 2c. 


eee 


[] “CERTIFIED MAIL” is a new mail 
classification being planned by the Post 
Office Dept. to reduce Registered Mail 
service cost from 30c to 15c. A charge of 
15¢ would be made for giving a patron 
a certificate of mailing and for picking 
up a delivery receipt from the addressee 
to be held on file at the P.O. If the pa- 


tron wants the delivery receipt sent to 
him, it will cost him 7c more. These 
charges would be in addition to regular 
first class airmail or special delivery 
postage desired. The new service should 
go into effect early this month with a 
special 15¢ “Certified Mail” stamp. 


(1) YOU CAN USE this paper sample 
book. It’s a Design & Production pad 
being distributed by Lee Paper Company 
distributors. The pad samples various 


grades and colors made by Lee and is big 
enough (20” x 12%”) to be used for 
making layouts, dummies, etc. You can 
get one by writing to the Milton Paper 
Co. (Lee distributors) at 100 W. 22nd 
St., New York 11, N.Y. 
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(1) JUMBO SIZE AIRMAIL ENVEL- 
OPES are now being manufactured by 
the Standard Envelope Co., 1600 E. 30th 
St., Cleveland, Ohio. Standard says they 
are printed with special markings, assur- 
ing they'll get airmail attention at the 
Post Office. Because of insufficient mark- 
ing, large airmail packages sometimes 
get mixed in with regular mail. Stand- 
ard’s Jumbos are White Kraft with the 
typical red, white and blue borders. 
Available with or without pressure seal 
flaps. Write to them for the complete 
range of sizes available. 


JJ] 


(1) POSTAL DIGEST CO., 150 Nassau 
St., New York 38, N.Y. has just pub- 
lished a new indexed Postal Zone and 
Mailing Directory. The spiral-bound di- 
rectory indexes each state by zone .. . 
contains parcel post charts and other 
needed postal information for mailing 
rooms. Price is $3.75 per copy. 


() SUSPENSE. Entire back of a No. 10 
envelope containing a subscription appeal 
from Outdoor Life was devoted to a 
suspense experience titled This Happened 
To Me! Series of seven panels showed a 
hunter in deep woods; bear creeps up be- 
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No, Sir!! No lightweight at all... for getting atten- 
tion .. . for giving a direct mail piece a classy feel 
and appearance ... for making a folder, broad- 
side or brochure stand out in a crowd. And what's 
more important ... when you’re competing for a 
prospect's time and money? The experts agree. 
Nothing’s more important than FIRST... get- 
ting attention. 

And Millers Falls Cockle Finish Onion Skin can 
do just that for your direct mail . . . get attention. 
This thin 25% cotton fibre paper can also help on 
postage. Did you know that 11 sheets of 9 Ib. 
Onion Skin, size 84%" x 11”, weighs less than an 
ounce .. . will mail for a 3¢ stamp? Compare that 
to a 60 Ib. book paper. You could only mail 4 
sheets for three cents. 


So specify Millers Falls Onion Skin when plan- 
ning your next bill or package insert, product 
folder or circular. Design your piece with a french 
fold. Have your artist develop some colorful, 
swanky line art. It will reproduce like a million 
dollars either letterpress or offset. Available in 
white and six colors. 


And speaking of printing processes, we've pub- 
lished a little booklet ...“A One Lesson Course 
on Onion Skin” which outlines how to handle 
Onion Skin. It’s something your printer will 
appreciate having... something you'll need if 
you're going to use Onion Skin to best advantage. 
Use coupon on other side of this sheet or write 
on your business letterhead. We'll mail you a 
copy at once, along with a sample book of our 
complete line. 


Nation's First Manufacturer of 25% Cotton Content Onion Skin 


Millers Falls Paper Company 


Millers Falls, Massachusetts 


Mr. Postage Saver Says: la 
| 


Yes, get acquainted with the merchant nearest you. He’s more than happy 


Millers Falls 


to answer questions, supply you with samples and dummies, consult with your printer. 


AKRON, OHIO 
Millcraft Paper Co., HE 3138 


ALBUQUERQUE, N. 
Graham Paper Campers, Tel. 7-8883 


Ga. 
Co., WA 0653 


Baxter Paper Co., LE 7785 
Bradiey-Reese Co., PL 
Francis Hock & bo, PL 
Henry D. Mentze!l 


SA 7-3624 
Paper Supply Co., $6776 


BIRMINGHAM, A\A. 
Graham Paper Co., Tel. 3-2229 


BOSTON, MASS. 
john Carter & Co., CH 2-5000 
Century Paper Co., HU 2-2505 
Co. 


Cook-V 
2-1885 
SUFFALO, N.Y. 
Hubbds 


‘a Howe Co., Fi 7900 
a GA 4667 


Caskie Piet Tel. 2-5168 


CHATTANOOGA, TENN. 
Graham Paper Company, Tei. 7-5601 


ire 
Graham Paper Co., 


CINCINNATI, OHIO 
Chatfield a Corp., MU 2600 


Scioto Paper EV 9585 


CLEVELAND, OHIO 
Milicraft Co., PR 1-3011 
CONCORD, 
Carter & CO. CA 5-5545 
C. M. 
Paper Co., RA 7238 
Jack Paper Co., HE 5858 
DENVER, COLO. 
Graham Paper Co., TA 6251 


Millers Falls Paper Company 


... all 3 finishes, please. . 


DES MOIMES, IOWA 
Pratt Paper Co., Tel. 4-4241 


DETROIT, MICH. 
Seaman-Patrick Paper Co., TA 5-2241 


EL PASO, TEXAS 

Graham Paper Co., Tel. 2-6573 
EMERYVILLE, CALIF 

Zelierbach Paper Co., OL 3-1481 
ERIE, PA. 

Oaka Paper Co., Tel. 2-5280 
FORT WAYNE, IND. 

Millcraft Paper Co., AN 2117 


FRESNO, CALIF. 
Zellerbach Paper Co., Tel. 3-7201 


PA. 

johnson. Ketter & Troute, Tel. 8-8287 
HARTFORD, CONN. 

john Carter & Co., JA 7-8109 

Henry Lindenmeyr & Nas JA 2-3167 

Rourke-Eno Paper Co. JA'2-8215 

HOUSTON, TEXAS 

Graham Paper Co., CA 6303 
JACKSONVILLE, FLA. 

Virginia Paper Co., Tel. 4-0516 
JACKSON, MISS. 

Graham Paper Co., Tel. 3-4959 


JAMES Y. 
Millcratt Paper Co., Tel. 7-944 


KANSAS CITY, MO. 


Graham Paper Company, NO 3900 
KNOXVILLE, TENN. 
Graham Paper Company, Tel. 5-0221 


LONDON, CANADA 
Fine Papers London Ltd., Tel. 2-7138 


tos CALIF. 
Poser Co., AN 5252 


LOUISVILLE, KY. 

Graham Paper Company, WA 6526 
LUBBOCK, TEXAS 

Graham od Company, PO 3-1949 


LYNCHBURG, 
Caskie pac Co., Tel. 3-1395 


MEMPHIS, 
= Co., Tel. 5822 


Send me samples and sample book of Millers Falls Onionskin 
.cockle, glazed and smooth. 


Call him now. He’s just a phone call away. : 


OKLAHOMA Sore, 
Graham P; 


MINNEAPOLIS, MINN. 
Graham Paper Co., GE 


3335 
General Paper Corp., AT 2421 
Wilcox-Mosher-Leghoim Co., GE 3383 


WASHVILLE, TENN. 
Graham Paper Co., Tel. 6-8116 


Forest 


wnt MPaper Con UN 5-6101 
sing Go, UN 


Graham Paper be. Tulane 1722 


NEW YORK CITY 


and fnderson & Co, 607-2060 


H. P. Andrews 


Duplicating Papers, inc., OR 5-1717 
M. M. Elish Co., CO 7-8477 
Forest Paper Co., WA 4-1400 
Henry Lindenmeyr & Sons, EX 2-4400 
Hillcrest Paper Co., WA 5-4633 
Linde-Lathrop Paper Co., Inc., 

OX 5-3300 


Majestic CA 6-1475 
Mi Co., WA 9-6721 
Ris Paper er. WA 4-1970 

John rie BE 3-8060 
Steiner Paper Coin , WO 2-0551 
Willmann Paper Co., 
Winfield Paper Corp., BA 7-5264 


aper Co., RE 9-2538 


PHILADELPHIA, PA. 
Atlantic Paper LO 3-1420 
4 


yikitt Paper Co., LO 3-1 
hwartz & Co.. 3 


PITTSBURGH, PA. 
Chatfield & Woods Co., HU 1-2800 
PORTLAND 


, MAINE 
C. M. Rice Paper Co., Tel. 3-2977 


50. 0335 
Narr. sett Paper Co., GA 1-4221 
Providence Paper Co., GA 1-7600 


PORTLAND, OREGON 
Zellerbach Paper Co.. AT 6311 


RICHMOND, VA. 
Virginia Paper Co.. Tel. 3-8424 


Hubbs & Co:, CU 8470 


SACRAMENTO, CALIF. 
Zellerbach Paper Co., Gi 2-6971 


st. Mo. 
Graham Paper Co., MA 1-3355 


rach Paper Co., Tel. 7-5406 


on TEXAS 
Graham Paper Co., CA 7-9234 


SAN FRANCISCO, CALIF. 
Zellerbach Paper Co., EX 2-1631 


SAN JOSE. CALIF. 

Zellerbach Paper Co., CY 3-4092 
SEATTLE, WASH. 

Zellerbach Paper Co., LA 7000 


SPOKANE, WASH. 
Zellerbach Paper Co., MA 2377 


SPRINGFIELD, MASS 
Paper ‘Co., RE 7-4737 
Paper Co., 


Whitn 
RE 3.3196 
STOCKTON, CALIF. 
Zellerbach Paper Co., HO 6-6744 
J. & F. B. Garrett Co., Yel. 2-2361 


TOLEDO, OHIO 
Millcraft Paper Co., AD 5159 


TORONTO, CAMADA 
Fine Papers Ltd., PL 874i 
Grand & Toy Ltd., EM 4-6481 


TROY, Y. 

Troy Paper Corp., AS 4-5810 
WASH! 0. 

RP. Andrews Paper Co., Lt 38100 


KANS. 
Co., FO 3-1205 


WILMINGTON, 
Schuytkill Tel. 4-7718 


Tel. 3-6331 


And by all means, send the booklet entitled, ‘A One Lesson Course in 
Onionskin'’. | want to know more about how to handle this paper. 


| 

| 

Co., Mi 2-0920 

MEANS 

AND PAPERS 

Made 

| 


hind him; hunter’s gun jams; and in last 
pane! hunter is chased up a tree by the 
growling animal. Story was concluded on 
letter inside with two more picture panels 
showing hunter getting out of the tight 
spot by killing the bear with a .22 pistol. 
Whole story led into letter copy 
telling about the exciting hunting stories 
and other features of OL. 
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[] DAVIDSON DUAL-LITH operators 
and other offset users will find a lot of 
helpful information in a new 110-page 
manual published by the Davidson Corp. 
Titled “Offset Reproduction and The 
Davidson Dual-Lith,” the manual gives 


practical ideas and suggestions on how to 
handle dry offset, embossing, letterpress, 
printing two sides at once, numbering, 
perforating, etc., on the Dual-Lith press. 
Many of the ideas can be used on other 
machines. Davidson Dual-Lith owners 
who send the model and serial number 
of their press to Davidson Corp., 29 
Ryerson St., Brooklyn 5, N.Y., can get 
the manual free. Additional copies for 
other offset users are available at $5.00 


a copy. 
JJ] 


[]) A GOOD POP-UP FOLDER was 
mailed recently by distributors of Metal- 
Cal nameplates manufactured by C & H 
Supply Co., 415 E. Beach Ave., Ingle- 
wood, Calif. When the piece was opened, 
up popped a die-cut hand holding sam- 
ples of the Metal-Cal applications. Copy 
explained how they were used, etc. Very 
convincing folders . . . and to make 
it even better, the distributor's name and 
address was prominently displayed. 


) 6,000 DIFFERENT TYPES of pros- 
pect lists are itemized in R.L. Polk & 
Co.’s 1955 Catalog of Mailing Lists, 
which you should write for. Categories 
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More Stamps’, 


go on more 


return envelopes 


when they are 
made by 
“TENSION. 


Let them show 
you how they 
have helped 

America’s most 


successtul direct 
mail advertisers 
*, increase returns. ,* 


“TENSION ENVELOPE CORPORATION 


1912 Grand Avenve 
19th & Campbell! Sts. 
5900 East Rosedale 


NEW YORK 36,6. Y. * 522 Fifth Avenve 
ST. LOUIS 10, MO. * 5001 Southwest Ave. 
MINNEAPOLIS 1, MINN. © 129 North 2nd St. 


DES MOINES 14, IOWA 
KANSAS CITY 8, MO. * 
FT. WORTH 12, TEXAS * 


Introducing ADVERCARDS 


Gient-size! Colorful! 
AS EXCITING AS A DAY AT THE CIRCUS 


A new selection of jumbo mailing cards for advertisers who want inexpensive 
mailings and the advantages of color printing and professional art. 
Eighteen eye-catching border designs, pre-printed in brilliant color on 5 x 7, 
heavy, white card stock. 
Direct mail users can imprint sales messages and announcements in oversize 
copy space, using any office duplicator. 
AdverCards are designed, printed and sold by American Mali Advertising, 1954 
winner of five national awards for creative mail advertising. 

Write for Free Sample Kit and Price List 


American Mail Advertising 


INCORPORATED 
610 NEWBURY STREET. BOSTON 15. MASS. 


GET THE FACTS! 


PHOTO-ENGRAVING COMPLETELY 
EXPLAINED TO THE LAYMAN 


Now—'‘brush-up” with this modern, complete and fully 
illustrated guide to correct photoengraving methods. 108 
pages—Lavishly illustrated in black and white, and color 
$2.00 


r 
HORAN ENGRAVING COMPANY, INC. 


44 WEST 28th STREET, NEW YORK 1, N. Y. 

Tel. MU 9-8585 * Branch Office: Market 2-4171 
Please send me (prepaid) 
book, 
My check for $ —. is enclosed 


And don't forget Horan’'s 
“around the clock"’ 
service whether your 
problem is 
black and white, 
benday or color process. 


copies of your 108 page revised 
“The Art and Techrique of Photo-Engraving. 


Nome 


Street__ 
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CUT YOUR 
MAILING 


COSTS! 
WITH THE 


MODEL 
No. 6 


This portable table SAXMAYER 
Model No. 6 is especially adapt- 
ed to tie letter mail — also de- 
signed for general purpose tying 
of bundles in any sequence up to 
6” high without adjustment. Ad- 
justable legs and casters avail- 
able at a small additional cost. 

All SAXMAYER tyers are noted 
for SAFETY—automatic releases 
where needed; SIMPLICITY—all 
working parts are interchange- 
able; not only attractive in ap- 
pearance but also EFFICIENT— 
fully automatic, speedy, firm, 
non-slip ties, economical in twine 
and time. Let us prove it on ovr 
trial basis. 

Whatever your tying problem, 
there is a SAXMAYER model to 
meet it. Write us for details and 
literature. 


DEPT. A 


NATIONAL 
BUNDLE TYER CO. 
Blissfield, Michigan 


MARKETING IN CANADA? 


There’s uranium and oil in Canada 
and GOLD in Market Compila- 
tion & Research Canadian Lists 
particularly in the list of Execu- 
tives & Owners of Companies. We 
have Canadian Lists by business, 
profession and trade, too. Here, as 
always, they’re carefully compiled 
for accuracy and effectiveness 
Contact your mailing list broker, or 
write direct to 
MARKET COMPILATION & RESEARCH 
“Largest Compilers in the West” 
11834 Ventura Blvd., N.Hollywood, Cal. 
New Catalog Available 


EDWARD W. OSANN 


Writer of Advertising Literature 
and Sales Letters Since 1910 


175-35 88th Avenue, Jamaica 32, N. Y. 


Member: Direct Mail Advertising Ass'n. 


May | help you? 


range from “abattoirs” to “zoological gar- 
dens”. Polk lists are compiled from infor- 
mation garnered from 2,136 cities, towns 
and communities. Each listing in the cat- 
alog gives count by state and cost. The 
new catalog is the 81st edition issued by 
the firm during the past 25 years. In that 
time, Polk has serviced more than 150,- 
000 customers. You can get a copy of 
the new mailing list catalog by writing 
to Polk at 431 Howard St., Detroit 31, 


Mich. 


O SAVINGS & LOAN ASSOCIA- 
TIONS have been surveyed by American 
Automatic Typewriter Co., 2323 N. 
Pulaski Rd., Chicago 39, Ill. . . . to 
find out how they use and benefit from 
automatic typing. The complete findings 
were published as part of an Auto-typist 
booklet titled How To Use The Auto- 
typist. The survey shows how savings and 
loan associations (ranging in size from 
$900,000 to $100,000,000 in assets) cut 
letter writing costs with automatic per- 
sonalized letters. You can get a copy of 
the booklet, which also lists 160 ways to 
use Auto-typist, by writing to James 
Flaugher at American. 


(1 THE 30TH ANNUAL EDITION 
of Advertisers Rate @ Data Guide has 
been published by E. H. Brown Ad- 
vertising Agency, 20 N. Wacker Dr., 
Chicago 6, Ill. The 1955 edition lists 
rates, circulation, closing and issuance 
dates for hundreds of magazines. Shop- 
ping sections of leading ational maga- 
zines (with minimum space units accept- 
ed and their cost) are also included. The 
guide also covers newspaper rates of 
papers in cities of 50,000 population or 
more. You can get a free copy of the 56- 
page guide by writing to E. H. Brown. 


re 
ode 


([) THE EARLY HISTORY of Buf- 
falo, N. Y.’s first printer is chronicled 
by Bruce Swift in a neat little book pub- 
lished by William J. Keller, Inc., Buf- 
falo printers, on their 40th anniversary. 
Swift’s account of The Story of The 
Salisbury Press makes interesting reading. 


() A SET OF FLUORESCENT COLOR 
CARDS is offered by Radiant Color Co., 
830 Isabella St., Oakland 7, Calif... . 
for easy color designation when Velva- 
Glo colors are to be used. Each color 
card is scored into four parts so art di- 
rectors, production managers, etc., can 
tear off swatches and attach them to lay- 
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outs for correct fluorescent color speci- 
fication. Cards include cerise, red, orange- 
red, orange, orange-yellow, chartreuse 
and green. If you use fluorescent colors, 
write to Radiant for a set of these handy 


samplers. 


[) ACME STEEL CO. of Chicago has 
developed a new portable arm-type wire 
stitcher, featuring a light-weight alumi- 
num frame. Just a little more than a 
square foot in size, it can stitch 200 


pieces per minute up to 4” thick. Called 
the Champion Model K, the new stitcher 
is operated by a foot switch. You can 
get complete details from Acme at 2840 
Archer Ave., Chicago 8, III. 


eee 
[]) A NEW GUMMED PAPER DEM- 
ONSTRATOR is being offered by The 
Brown-Bridge Mills, Inc., Troy, Ohio, 


makers of “Flat-as-a-pancake” gummed 
papers. The kit showcases a number of 


17” x 22° gummed paper samples. . 
printed in both offset and letterpress. A 
production guide outlines each sample, 
showing that gummed papers have a 
much wider use than just for shipping 
and caution labels. 


[] INTRODUCTION: Pitney-B owes 
branch and district personnel get a lot of 
correspondence from home office de- 
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partment heads in Stamford, Conn. When 
field employee Ruth Ann Schuler of 
Fort Worth, Tex., suggested home office 
letter writers become “personalities, rather 
than ‘mere names’,” Pitney-Bowes Bulle- 
tin editor Woodrow Johnson thought it 
was a good idea. Result: two issues 
of the bulletin each contained a page 
spotlighting home office letter writers 
with their pictures and short biographies. 


A good idea . . . more house magazines 
should try it. 

ore 


ARROW LIQUEURS CORP., Detroit 
Mich., celebrated its 10th year in a row 
as the nation’s biggest liqueur sellers with 
a four-page “Daily News” newspaper... 
produced by their agency, Simons-Mich- 
elson Co., Lafayette Bldg., Detroit. The 
paper was jammed with Arrow promo- 
tion stories, including a photo of a 
giant cake telegram Simons-Michelson 
sent their client as congratulations. The 
“Daily News” was mailed to a large 
list of Arrow salesmen, jobbers, dis- 
tributors, etc. 


ode 
({) BANK PROSPECTS for the install- 
ment billing service offered by Citizens 
& Southern Bank, Atlanta 2, Ga., get a 
good look at the system’s forms via direct 
mail. Citizens & Southern sends bank 
correspondents a beautiful booklet, de- 
signed and produced by Dickson’s, Inc., 
Atlanta. The booklet tells how banks can 
install the low-cost C&S accounting sys- 
tem . . . and shows them how each 
form works . . . with the actual forms 
tipped on the inside pages. A good job 
ot sampling. 

JJ) 


THE TAKE IT EASY DEPT.: Here's 
another argument for anthropologists 
who claim push-button, time-saving, Ia- 
bor-saving devices are turning us into a 
race of lazy laggards: Now you don’t 
have to spoon sugar into your coffee .. . 
or even shake a dispenser. Ultra Tone 
Co. of New York has come up with a 
new push-button dispenser called “Pres- 
Flo”. All you do is pick up the dispenser, 
muster up enough energy to move it over 
the cup, then push a button on top. The 
sugar pours out the bottom, automatically 
measured by the spoonful. “Pres-Flo’’, 
says an Ultra Tone press release, elimi- 
nates the need for turning the container 
upside down. It sells for $1.00. Seems 
well worth it . . . morning coffee drink- 
ers alone can save a minimum of 365 


turns a year. 
[] SEVEN STEPS TO SUCCESS in 


planning a sales incentive program are 
given in an information-packed booklet 
published by Belnap & Thompson, Inc., 
merchandise prize sales promotion firm. 
Under one of the important steps (Stir 
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Do you know about all of the 
‘“‘extra’’ values that 
Cupples envelopes give you? 
Direct mail users have 
found that Cupples envelopes 
greatly simplify their 
processing and addressing 
and increase their 
percentage of returns. They 
know that they ha . not 
only the best “Pennysaver” 
on the market but that 


nvelopes 


cupples 


give them built-in design for 
smooth, efficient oper- 

ation in automatic processing 
equipment. Attractively 

designed, eye-catching Cupples 
Personalized envelopes 

increase their mailing returns. 
Call your Cupples repre- 

sentative today and ask about 
the “extra’’ advantages 

of using Cupples envelopes. 
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HISSOVER 
New Selling Tools 


May 23, 24, 25, 1955 
Grand Ballroom and Adjacent Ballrooms 


HOTEL BILTMORE 


New York City 


A show answering the long recog- 
nized need for a trade market place 
devoted exclusively to exchanging 
ideas and viewing the latest de- 
velopments in the tools of selling. 


First Day, May 23rd, wil! be a Press 
and Membership Preview only 
during the hours from 4-9 p. m. 


9,200 Attended 
last year's Show 


Be sure you have an 
exhibit if you supply: 


SALES 
PRESENTATIONS 
TRAINING METHODS 

INCENTIVES 

PACKAGING & 
OTHER ALLIED 
SERVICES 


VISUAL AIDS 
DISPLAYS 
EQUIPMENT 
PREMIUMS 
ADVERTISING 
SPECIALTIES 
GRAPHIC ARTS 


Thousands of buyers . . Sales Direc- 
tors, Sales P ti Managers, Merchan- 
dising and Display Directors, Advertising 
Managers and Agency Executives and 
others with purchasing influence will at- 
tend this show to see what you have to 
sell. You and your representatives will 
see these buyers of a sales-call-cost of 
pennies instead of dollars! 


Write today for guest tickets on your busi- 
ness letterhead to Lovis Barber. For exhibit 


information . . . to Evelyn S$. Owen. 


Thomas B. Noble, Chairman 
ADVERTISING TRADES INSTITUTE, Inc 
270 Park Avenue, New York 17 
MUrray Hill 8-0091 


Noxt Advertising Essentials Show 
Nov. 14, 15, 16, Hotel Biltmore, New York 


up, keep interest) B-T’s booklet lists fol- 
low-up mailings high on the program. 
For the complete planning guide, write to 
B-T at the Incentive Center, Palmer 
House, 106 S. Wabash Ave., Chicago 3, 
Til. 


[] WANT TO READ FASTER? The 
Reading Laboratory, 500 Sth Ave., New 
York 36, N.Y. is an organization de- 
voted entirely to teaching people how to 
read faster, and better. They have a 
scientific approach for a training course 
conducted at their labs. We don’t know 
how fast or well you read; but if you 
want to read some interesting informa- 
tion on reading, send 25¢ to the Reading 
Laboratory for their booklet How You 
Can Read Better, Faster. The Dow Corn- 
ing Corp., Midland, Mich., has a similar 
booklet on faster reading . . . prepared 
for distribution to students. They sell 
their reading booklets at bulk rates: 10¢ 
each for 1 to 24 copies; 4¢ each from 
25 to 99 copies; and 3¢ each for 100 
or more. 


eee 


[] “KLEERKOTE” is the name of a 
new transparent plastic overlay for art- 
work preparation holds poster 
paints, water colors or ink smoothly. A 
special transparent coating on both sides 
of the sheet also takes either fine pen 
lines or airbrushing, with no special 
acetate inks needed. Paints or ink on 
Kleerkote won't crack or peel, and can 
be washed off with water without affect- 
ing the special coating. The new overlay 
material is available from Bourges Color 
Corp., 80 5th Ave., New York 11, N. Y.., 
and comes in 20° x25" sheets (Price: 
$1.25). Write to Bourges, and they'll 
send you a free sample. 


[) GADGETS & GIMMICKS are fea- 
tured in a new bi-monthly bulletin issued 
by August Tiger, 545 Sth Ave., New 
York 17, N.Y. Called Direct Mail Ideas 
and Tie-Ins, the bulletin suggests tie-in 
possibilities for many of August's line 
of plastic stoppers. Write to him and 
he'll put you on his list to receive the 
bulletin. 


LETTERS WE LIKE DEPT: “.. . 
And You Just Can't Hardly Find One 
Like This No More!” Stanley K. Siwek, 
direct mail specialist at 9151 Angell St., 
Downey, Calif., used comedian George 
Gobel’s famous line for a headline on a 
good letter promoting Siwek’s services. 
The headline ran under a reproduction 
of an old-time barber's billboard an- 
nouncing: “S. Pampinella — tonsorial 
artist, physiognomical hair dresser, facial 


operator, cranium manipulator and capil- 
lary abridger.”” You won't find any of 
those gentlemen left; but the letter’s open- 
ing paragraph makes it clear “You can, 
however, interview a seasoned young 
‘shirt sleeve’ advertising executive with a 
wealth of successful experience rE 
Nice approach. 


() THE TRANSMITTAL LETTER for 
a booklet sent by The Hein Co. of Mil- 
waukee gets a lot of attention . . .printed 
right on the front of the mailing envel- 
ope where it can’t be missed. A note un- 
der the letter reminds secretaries: “The 


message on this envelope may be im- 
portant to the boss. Please give him the 
envelope with its contents.” The letter 
called attention to the booklet inside, 
containing information on how to plan 
manuals, price lists, presentations, etc. 
You can get a sample of the mailing 
by writing to The Hein Co. at 326 W. 
Florida St., Milwaukee 4, Wis. 


[} ANOTHER ATTENTION - GET - 
TER. was the long and narrow envelopes 
containing a promotion folder from 
Ackers Motor Lines, Inc., Gastonia N.C. 
The envelope was 34%" deep x 11%” 
wide . . . making an attractive and un- 
usual carrier that really stuck out from 
the rest of the morning mail. 


(1) A NEW THOMAS GATHERING 
BIN for faster stacking of duplicated 
sheets being assembled into sets is now 
offered as standard equipment on both 
the 20 and 32-page Thomas Tandem 
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Collators. The bin has twin sections on 
the right and left of the operator and 
can be detached so automatic joggers 
can be used if desired. For complete de- 
tails, write to Thomas Collators, Inc. at 


50 Church St., New York 7, N. Y. 


JJ) 


() IF YOU’RE HAVING PROBLEMS 
with ribbons for your typewriters, ad- 
dressing machines or other equipment... 
you might drop a line to Remingtoa 
Rand, Inc. and ask them for their new 
pocket encyclopedia on ribbon selection. 
Contains six pages of questions and an- 
swers about business machine ribbons... 
describing the difference and advantages 
of silk, nylon, cotton, etc. Special insert 
gives specifications for ribbons to use 
for producing offset copy. RR’s address 
is 315 4th Ave., New York 10, N. Y. 


THE DIRECTORY OF MANU- 
FACTURERS of America just published 
makes a whopping industrial list. It gives 
names and addresses of substantially all 
the manufacturers in the United States. 
300,000 manufacturers are classified al- 
phabetically by product and state. Where 
available, the directory also lists approxi- 
mate number of employees for each 
company, and executive and product de- 
scription. Price is $125.00 per copy. 
Write to Directory of Manufacturers of 
America at 186 Joralemon St., Brook- 


lyn 1, N. Y. 


(1) THE POWER OF A LETTER: In 
the February, 1954 Reporter we had an 
unusual story titled “Direct Mail Builds 
A Church” . . . telling how a three-page 
letter written by Leo P. Bott, Jr., (ad- 
vertising), 64 E. Jackson Blvd., Chicago 
4, Ill., was responsible for raising $100,- 
000 in cash and donated labor for a new 
church in Mediapolis, Iowa. Leo report- 
ed last month that the new church has 
been completed and was dedicated on 
March 27th. The story is a fine tribute 
to direct mail demonstrating the 
power of a letter. 


[) FOOTE & JENKS, Jackson, Mich., 
vanilla flavor manufacturers, got a lot 
of attention for a small 344x744" fold- 
er by attaching it to a 9x11 card. The 
card had a large die-cut hand with a big 
headline reading: “Dusting Off A Great 
Idea.” Hand held an actual dust rag, 
under which the small folder was in- 
serted. The folder told tne story of 
the scarcity and high price of vanilla 
beans during WW Lt and how FXJ orig- 
inated an extract fortifier. With vanilla 
pmeces rising again, “dusted ort 
the fortifier idea and is re-telling vanilla 
buyers how they can keep costs down by 
using it again. The die-cut card is a 
swell idea to give an old story a new 
twist. 
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Another reason why Hammermill Bond prints better, 


types better, looks better 


OU buy colored office papers for 

their colors. What else? But how 
long will they keep their colors? At 
Hammermill we don’t wait for you to 
find out. 

We make time go faster to tell you 
in advance. Paper samples tinted with 
every new dye we consider are put into 
a fadeometer, along with paper samples 
containing dyes currently used. This 
instrument gives the dyes an acceler- 
ated time test—under a beam of light 
with five times the intensity of the noon 
sun on a clear day in June at Chicago. 
Unless the new dye 
meets Hammermill 
Bond fade-resist- 
ance standards, it 
never gets into 
Hammermill Bond. 


We test dyes just 
as carefully for 


We make time 
go faster to make 
Hammermill colors 
live longer 


—and actually less than many other watermarked papers 


white Hammermill Bond as we do for 
the 12 colors. It takes a blend of the 
right shades of blue to create the 
Hammermill Bond blue-whiteness that 
helps your letterheads look their best. 


As a result, Hammermill Bond is fade- 
resistant in all normal office use. This 
is just one of many quality controls that 
make sure Hammermill Bond (1) prints 
better—ask your printer, (2) types bet- 
ter—ask your secretary, (3) looks better 
—see for yourself! 

You can obtain business printing on 
Hammermill papers 
wherever 
you see 
the Guild 
shield on 
a printer's 
window. Hammermill 
Paper Company, 
East Lake Road, 


Erie 6, Pennsylvania, 


costs no more 


t 
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NEKOOSA-EDWARDS PAPER COMPANY, PORKi EDWARDS, WISCONSIN 


@ In every type of business, large 


and small, more Nekoosa Bond 


is being used than ever before. 


The prestige of a famous 


watermark, distinctive appearance, 


unusual durability—all add 


up to reasons why your 


letterheads, envelopes and other 


business forms, will look better 


on Nekoosa Bond, too. 


Your printer will gladly supply 


it. Also available, in standard 


sizes, at your office supply 


or stationery store. 


by the makers of ... 
NEKOOSA LEDGER 
NEKOOSA MIMEO 
NEKOOSA DUPLICATOR 
NEKOOSA MANIFOLD 


() EVERY YEAR ABOUT THIS 
TIME, Mailograph Company, Inc., sends 
their customers and prospects a vacation 
chart for planning company vacation 
schedules. Now, the mail advertising 
firm is offering the chart to advertisers 
as an imprinted premium. It’s a low cost 
premium, bound to be seen a lot from 
May to September. For information write 
to Sparty Nardone, Mailograph sales 
manager, at 39 Water St., New York 


4, N. ¥. 
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CONGRATULATIONS to South- 
Western Publishing Co., Cincinnati, 
Ohio, for coming out with one of the 
best English textbooks we've seen in a 
long while. Aimed at high school stu- 
dents, the book is bound to be a class- 
room favorite: It’s titled English The 
Easy Way. Author Norman Schachter 
of Washington High School, Los An- 
geles, Calif., makes the task of learning 
English grammar as painless as possible 


for teenagers. Amusing and instructive 
cartoons dramatize explanations and ex- 
amples; and multiple-choice exercise 
questions are kept up to date to instill 
student interest. Example: “Eddie Fisher 
and Frank Sinatra are great singers, and 


(he, she, they) will be remembered for 


many years.” 


() ADVERTISING FEDERATION OF 
AMERICA’S Golden Anniversary Con- 
vention to be held at Chicago’s Palmer 
House on June 5-8 will have an inter- 
national atmosphere. A.F.A. expects 
delegations from Europe, Asia, and 
South America to be larger than ever. 
Theme of the convention will be “Ad- 
vertising and Business — Partners in 
Progress”. Fairfax M. Cone, president 
of Foote, Cone & Belding is honorary 
chairman; Sidney Bernstein, editor of 
Advertising Age is general chairman. 
Woman's Advertising Club of Chicago 
will act as host. For information on 
registration, etc., write to A.F.A. at 
330 W. 42nd St., New York 36, N.Y. 


(continued on page 52) 
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ras montn's Special... deeam/ 


A monthly mailing created by Direct 
Advertising Co. for United Auto Parts, 


Ltd., goes up to 9,000 UAP customers. ‘ 
Format is 8”x8',” two-color folders = 
(above) which feature five or six UAP Sch 
lines and a “monthly special.” Direct = 
Advertising merchandised the succe len 
of these mailings to their own pro> Cor 
pective clients with a formal “Case 
History” sheet (left) . . . giving back- day 
ground, objectives and results of the tior 
United Auto Parts mailers. a 


THIS AGENCY TAKES 
ITS OWN MEDICINE 


by Joseph Heillig, 


Direct Advertising Co., Montreal 
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Direct Advertising Co. teed off a spe- 
cial Christmas promotion for Canadian 
Schenley Ltd. with an 8x11” two- 
color folder . . . telling a select list of 
executives to solve their gift prob- 
lems with Canadian Schenley Reserve. 
Cover of the folder (above) shows 
elves announcing in eight different 
languages: “Get Ready For The Holi- 
day Season.” D.A. used the promo- 
tion for their own self-promotion . . . 
outlining the complete story in the 
Case History report at the right. 


Reporter's Note: 


When Joseph Heillig hung 
out his creative direct mail shingle in Mon- 
treal, Canada, ten years ago, he was deter- 
mined to practice what he preached. As one 
cf Montreal’s first agencies specializing en- 
tirely in direct mail, he used plenty of 
crackerjack direct mail himself te promote 
Direct Advertising’s services. He practiced 
what he preached. Today, Direct Advertising 
Co. handles a sizable volume of direct mail 
and printed promotion for many of Mon. 
treal’s blue chip firms. One of the main rea- 
sons for this agency's success is summed up 
in the headline for Joe's revealing article 
here. Joe spearheaded a very successful Di- 
rect Mail Day last October for the Montreal 
Advertising & Sales Executives Club . . . 
maybe this case history will spearhead a 
movement to get more agencies to promote 
their services by direct mail. 
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To say that we're completely sold 
on direct mail advertising would be 
putting it mildly. We make our living 
that way, and if we don't believe in 
the powers of the medium — who 
should? 

We think so highly of direct mail 
that we don't only recommend it to 
our clients—we use it ourselves. But 
it’s not easy! The toughest client an 
agency can have is itself. We find it 
much easier to analyze the sales ap- 
peals of our varied clients than to 
write copy about the organization that’s 
nearest and dearest! Besides, did you 
ever try to get copy approved by a 
bunch of carping, critical, professional 
coypwriters? 

Naturally, too, every piece we turn 
out is held up as an example of our 
own work. Heaven help us if we for- 


get to include a reply card in a mail- 
ing that says “Send back the enclosed 
card” (it’s happened), or if there's 
a typo in a folder (it’s happened) 
Next day, 89 of our best meaning 
friends in the business phone up to 
say, “Ha ha... just thought you'd 
like to know I found a typo...” 
It’s great for morale! 

But in spite of the hazards and the 
headaches, we've been mailing consist 
ently to our prospects almost every 
month since we started in business ten 
years ago, and we find our advertising 
well worthwhile. 

Direct Advertising Co. is an ad- 
vertising agency specializing in the 
planning, creating and producing of 
direct mail. We will create and pro 
duce a single promotion piece for a 
client, or we'll plan, create, and pro 
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Here's the complete “Case History” self-promotion package Direct Advertising Co. sends to 
prospective clients. It includes a short memo about the promotion (upper left), the forma! 
case history report (center), the actual promotion piece (upper right), and a reply card 
(lower right). 


duce an entire direct mail campaign 
to run tor weeks, months, or years. 
We're not printers—we don’t compile 
mailing lists—we're not a letter shop. 
We do buy all these services for our 
clients, though, as part of the com 
plete package. Our prospects are the 
advertising managers of almost every 
type of company, except mail order 
firms and a few others who have their 
own large direct mail departments. 

The objectives of our advertising 
are: 1) to produce actual inquiries; 
>) to pave the way for sales calls on 
companies we decide to approach per- 
sonally; and 3) to keep hammering 
away, month after month, year after 
year, so that all our prospects know 
who we are, what we do, and where 
to find us when they finally want us. 
Our advertising approach has varied 
over the years, of course. We started 
out by mailing a series of fairly elab 
orate folders, describing our services. 
The first mailing brought in five ac 
counts in two days, and we were in 
business. Two of those accounts are 
tll with us. 

Our next campaign was simpler to 
produce, and ran for several years. It 
was called: Direct Mail — Ideas on 
Hlow to Use. Started out with a file 
folder mailing, followed up by a ser 
ies of illustrated monthly letters. The 
letters covered every direct mail sub 
ject we could think of—things like 
“Using direct mail to bring in leads 

Keeping your list up to date 
Building good will ... The need for 
planning . . . and practically any other 
idea we could dig up trom The 
Reporter or elsewhere. 


Ik was successful campaign. 
brought in quite a lot of business, did 
an educational job, and certainly helped 
to associate Direct Advertising Co. 
with direct mail in Montreal. A lot of 
people still keep those file folders 
handy. Only trouble was, we found 
in some cases this campaign was as- 
sociating us too closely with letters. 
Alter a while, many advertising men 
got the idea we only wrote sales let- 
ters, or that we were a letter shop. 
lt was a good promotion for a letter 
shop, but not complete enough for us. 
We do write letters, but most of our 
work consists of promotional folders, 
newsletters, house magazines, product 
literature for the consumer, technical 
booklets and manuals for the industrial 
buyer, and a lot of other types of 
printed promotion material. How did 
we get this idea across? 


We finally figured that the best 
way to show each prospect how our 
services fitted his particular need was 
to show him examples of problems we 
had solved and pieces we had pro 
duced tor other people. Not a very 
startling idea—we've recommended it 
to several of our clients long ago—but 
it took a long time for us to apply it 
to our own problem! 


A “Case History” campaign would 
overcome two shortcomings we dis 
covered in our past advertising mes 
sages. One was the difficulty of get 
ting across the diversity of our serv 
ices. We found, for instance, that 
some clients of long standing (for 
whom we regularly produced a month 
ly newsletter or a series of promotional 


mailings) might not even think of us 
when it came to planning a piece of 
product literature! The other prob- 
lem was one of semantics—“What is 
meant by ‘direct mail’?” We had 
been promoting our services on “di- 
rect mail” for years; then we found 
there were a dozen different inter- 
pretations of the term among our pros 
pects. Many an advertising man who 
told us: “We don’t do any direct mail 
at all,” was spending a large part of 
his budget on booklets, technical liter- 
ature and other “printed promotion 
pieces”. Some people think direct mail 
means sales letters— others seem to 
think of it as self-mailers, postcards or 
circulars. 


Well, no matter Aow our prospects 
interpret the term “direct mail”, and 
whatever they prefer to call the litera 
ture they produce—we want to catch 
as much of that business as we can. 
Our current campaign is designed to 
do just that. 

The “Case History” mailings con- 
sist of tour pieces: 


1. A sample of a particular piece or part 
of a campaign we have produced. 


2. A formal “Case History” sheet, describing 
the job the piece (or campaign) set out to 
do . . . and outlining the results it produced. 


3. A short, chatty note .. . designed to add 
a touch of warmth to the mailing. 


4. A reply card which we hope will 


come back to us. 


The information on the “Case His- 
tory” sheet shown here is_ broken 
down under these headings: Clent, 
Product Sold, Market, Objectives, Solu- 
tion (a description of the piece or cam- 
paign), Results (with figures, if there 
are any, and if we can get them from 


Author 
Joseph Heillig 
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the client), and Credits (Direct Ad- 
vertising Co., of course, but also giving 
full credit to the advertising manager 
we work with). 

As long as we're in business, we 
will never run out of good examples 
of our work. Over a period of time, 
these case histories should cover every 
conceivable type of printed promotion. 
They will show how direct mail can 
be used to solve a wide variety of sales 
problems. And, of course, they will 
describe the part Direct Advertising 
Co. plays in the preparation and pro- 


AND FROM CHICAGO ... 


ANOTHER GOOD JOB OF 
AGENCY SELF-PROMOTION 


duction of the specific printed piece 
or campaign. 

So far, this campaign has been run 
ning for five months. Not every mail- 
ing brir in a flood of inquiries, but 
that docsn’t make us unhappy. We're 
not looking to be swamped. Enough 
inquiries—and enough new business— 
have been brought in to cover the cost 
of the campaign very nicely, indeed. 
That takes care of Objective No. 1. 

On top of that, we know from what 
we hear around and about that our 


program is taking effect. We think 
that we have now found an advertising 
approach that is regular and consis- 
tent, that has prestige value, and that 
demonstrates graphically to each of 
our prospects exactly what services we 
have performed for other companies, 
and what we can do for him. 

We hope we're right. If we're not. 
we'll have to hold another planning 
session on our own advertising. And 
brother, we'd rather not go through 
that hassle again for awhile! 


Another fine agency self-promotion is the portfolio 
above from Thomas Wainwright & Associates, Chicago 
containing five Case History reports 
like the one pictured at the left. 


Exclusive direct mail specialists 
arent the only type of agencies that 
can use Case History mailings effec- 
tively. 

Thomas Wainwright & 
for example, is a young, progressive 
Chicago agency (333 North Michigan 
Avenue) handling a number of diver 
sifed accounts for space advertising as 
well as direct mail sales promotion. 
With seven staffers and two years of 
successful achievements for a number 
of both media and sales promotion 
clients, Wainwright is looking for one 
or two more accounts. 

To find them, the Chicago agency 
has produced a beautiful portfolio ex 
plaining their background, experience 
and creative capacity. The portfolio 
contains five 8Y2°x11" two color Case 
History reports on different clients 
Wainwright has handled and what 
the agency has done for them during 
the past two years. Case Histories 
range from newspaper space to pack- 
aging design and presentation port 
folios. The back of each sheet illus- 
trates the pieces profiled. 


Problem: J. E. Merrion & Co., mass home builders, had 200 new houses 
to seli—as quickly as possible since the market appeared to be 
headed for a downward break. 


Associates, 


Solution: A 7-column «x 260-line black-and-white newspaper ad was pre- 
pared by the agency and placed in one Chicago morning news- 
paper en May 30 and, a second time, on June 15. 


Result: The first insertion pulled 2000 persons the day it ran and sold 
20 houses that day; it pulled 2000 persons the second day and 
sold 16 houses. The second insertion of the ad pulled 2000 
persons. An average of 40 houses per week were sold for five 
consecutive weeks, accounting for the 200 houses. The value of 
these homes was $2,000,000. The advertising cost $5,000. The 
percentage of total sales spent for advertising, therefore, was 
.0025%. One-quarter of one per cent is hard to beat as an 
advertising cost factor. 


Com MENLE True. 5. B. Merrion & Co. had attractive offerings, and with 
their associates did a splendid job of converting prospects into 
customers. True, the pulling power of the newspaper is to be 
applauded. Nonetheless, the selection of the medium ; the de 
termination of the ad size and insertion dates; the preparation 
of copy and layout; and the choice of illustrating techniques 
which were an innovation for this client were all the con- 
tribution of this agency. 


Thomas Wainwright & Associates, 333 North Michigan Avenue, Chicago 
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Seen on a tailor’s delivery van: /f 
your clothes are not becoming to 
you, You should be coming to us. 


Like that motto card that’s pres- 
ently one of the favorite pin-ups: 
They said it couldn't be done, so 
he tackled it with a smile—and he 
couldn't do it! 


Dead giveaway on moron’s license 
plate: 1Q 0000 


Cabbage heads seldom have much 


cabbage. 


Salesmen: Commissionaries. 


Wouldn't you call a liquor survey: 
A souse-to-souse canvas. 


This is the land of spree speech 
. « « Give me Liperty, etc. etc. 


& when you're down in the mouth, 
just keep your trap shut. 


A yak is a beastly animal and .. . 
yak yak suggests something just as 
beastly. 

° 


There's also a change of pace in 
efficient farming .. . rotation of 
crops. 


Remember your faith is your 


tortune. 


24 


THE GINGER JAR 


The premium tempo seems to be 
acquiring a higher freequency. 


& some dumbozos use their heads 
to score a solar plexus wallop. 
Guess who! 


A hot night club is getting in 
creased orders from its menus since 
they acquired singed edges. 


It takes such a long long time to 
get properly aducated. 


Buckeyedeas seem to make the 


most mazuma, 


Aside: The only thing cultured 
about her was her pearls . . . and 
did she command a price! 


New wrinkles youthen. 


The personalized touch is now as 
suming a more intimate appeal 
with mailings bearing the exclusive 
looking salutation: Reserved for 
You. 


Adroit flattery makes people feel 
YOU nique. 


The public always goes for such 
idea-quirks as a _ lucky I3egg 
dozen . . . and it seldom quibbles 
about the price. 


Customers are usually penny-wise 
and dollar-dumb. 


There’s a  wide-open-sesame for 
every closed door. 


One way of bringing back to lite 
those whose subscriptions have ex 
pired sending them renewal 
forms inside black bordered en 
velopes. 
Little accidents can reveal so much 

. such as the misspelling of the 
great Civil War admiral’s name 
Farraguts. 

Promotion counterpoint—inserting 
replicas of Confederate bills in 
youngster’s unionsuits. 


Those who keep spinning are 
TOPS. 

* 
Pessimists: Always making wet 
blanket statements. 


A certain Chinaman has doubled 
his laundry business since he 
changed his monicker to: Wishee 
Washee. What's in a name? 
ask Wishee. 


There's nothing disheartening 
as a weak stock ticker. 


One thing that the hungry-tramp 
at-the-door seldom wants: 4 chop- 
portunity. 


Red plush and blue chips have an 
irresistible allure. 
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24 PAGES OF FEATHER EDITORIALS 


BACK INSIDE BACK, 
INSIDE 


FOR YOUR FOUR PAGE 


ADVERTISING INSERT 


For your 


—PLUS YOUR OWN COVER 
ADVERTISING 


is a tested House Organ Service for Established Businesses 


The William Feather 


Magazine MARCH 1955 


corpyriGut, 1955, BY THE WILLIAM FEATHER COMPANY 


The circulation of this magazine is restricted to our customers 
and prospects. William Feather edits a group of magazines like 


this for other companies. Details regarding this department For thirty-five vears, this pocket- 
of our business will be supplied to those who are interested. y y , P 


size house organ, written by 
To GET THE Most out of life you must begin 
early. William Feather, has been read 


Woutpn’r tr be pleasing to ask for a loan and by thousands of business men, in 
have the lender say, “Are you sure that is 
enough?” 


every part of the nation. Users of 


our service are located in New York, 
Wuat be said without gestures or 


know-what-I-mean or Whatchamacallit mi 


: Philadelphia, Seattle, Toledo, New Orleans, 
as well be left unsaid. 


= Minneapolis. The majority of our customers 
GossIP is so nourishing that som 

on it, without other sustenancg 
rettes, chocolate bars, and n 


have been with us fifteen to thirty-five years. 


If yours is a small company, selling a product or service 


HALF THE MEN I know 
repetitively, our service may be just what you are looking for. 


Complete details, samples and cost information will be sent upon request. Anyone 
in a business not competitive with our present customers can try our magazine on 


a test basis. Quit anytime you find the magazine is not doing an effective advertising job. 


THE WILLIAM FEATHER COMPANY - 812 Huron Road - Cleveland 15, Ohio 
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A. W. Scott 


idvertising Mer. 
of Standard 


Pressed Steel Co. 


EXPLAINS 


HOW 


HANDLES 
AD 


INQUIRIES 


Standard Pressed Steel Co., Jen- 
kintown, Pa., receives a steady 
flow of product literature inquir- 
ies for six different divisions. 
Here’s an inside report how they 
handle them all with one fast- 
moving system. 


Because inquiry handling has been 
a kind of “Topsical” growth around 
here, we find Advertising, Sales and 
Sales Promotion all taking part in the 
operation. Actually, this works out 
very well, although the more people 
you involve, the more room there ts 
for error and confusion. Here’s how 
the Standard Pressed Steel inquiry sys- 
tem operates: 


@Fach inquiry incoming from trade 
paper advertising or from publicity 
items is recorded and checked by the 
Advertising Department. Then it goes 
immediately to the sales manager of 
the particular product division indicat- 
ed. These divisions include—aircraft 


parts, collars, locknuts, shop equip- 


INQUIRY | PROMOTION CARD 


Product Same Code: Ri: 
Products Code: 
_ Sales Territory, Northern New York _ 


Distributor: 


gets copies of the product manager's 
individual answers. 

@Salesmen are required to follow up 
only those inquiries specifically re- 
questing a call, although they may con- 
tact any prospects they feel are worthy 
of the effort. It is also left to their 
discretion to refer the inquiry to any 
of our distributors in the territory, 
since we have selective rather than 
exclusive distribution. 


@Whether the new name should go 
on the mailing list is always a “tough- 
ie.” As of now, every name goes on 
unless it is obviously a crank or similar 
type. 

@ Answers to inquiries always in 
clude return cards, which receive spe- 


Rec'd thu Steel Journal 3/55 


Type industry, Nuts & Bolts 


__X¥Z Company 


_Neme: Mr, John Jones , ABC Company 

Street: Main Street 

_City & State: Anytown, New York 

Individual Mr. John Jones | Manager 
Followed up. April 10, 1955 

Jan 

Feb 

Mar 

Apr 

May 
June 

July 

Aug 

Sept 
Oa 
Nov 

Dec 


An Inquiry Promotion Card is the center of control . . . records all 


information. 


ment, socket screws, “specials” and 
Spring pins. 

@The sales manager analyzes the 
inquiry dnd evaluates it. If it seems 
to warrant a personal letter, he pro- 
cesses it himself ... finally turning it 
over to the Sales Promotion Depart- 
ment for incorporation into our mail- 
ing lists. Inquiries resulting from di- 
rect mail advertising do not go through 
Advertising, but are handled entirely 
by Sales and Sales Promotion. 


@/{ the inquiry seems to be merely a 
routine affair, the manager sends it 
to Sales Promotion for processing. The 
requested material goes out from there 
with a form letter covering it. This 
letter is in triplicate . . one copy being 
a file card for the prospect list, and the 
other a carbon to the salesman in the 
territory. The salesman, of course, 


cial attention when they come back. 
Salesmen are alerted only if a call is 
requested. 


@New names are contacted by per- 
sonalized, Robotyped letters at regular 
intervals for about a year. If no sales 
or other evidence of interest has re- 
sulted by that time, the names are 
transferred to Addressograph plates for 
routine handling. A further check on 
the validity of these names is provided 
by periodic mail surveys and by a 
semi-annual check of all names in his 
territory by each district manager. 

Tracing sales directly to advertising 
inquiries is most important, if you can 
do it. Here we run into a serious ob 
stacle—our system of selling through 
an organization of industrial distribu- 
tors. Unless the prospect sends his 
order directly to us (which we don't 
encourage him to do), we are blissfully 
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unaware of how much business we 
are generating through advertising. 
The dealers seldom have any idea of 
the amount of sales they get this way, 
even if they were willing to tell us, 
which many of them aren't. 

If we had exclusive instead of mul 
tiple distribution it might be possible, 
since all inquiries from that territory 
could be turned over to the one dis 
tributor in the territory and he could 
keep a check on the resulting business. 

In spite of this situation, we recently 
analyzed our inquiries for the past 
several years from the standpoint of 
traceable sales and were surprised to 
find that an appreciable amount could 
be determined. Even so, the value of 
inquiries to us is still mainly that of a 
tool for building our mailing lists 
rather than for direct sales. 

One thing that I think is most im 
portant is promptness in handling in 
quiries. I can think of no better way to 
generate ill will for a company than to 
let a prospect's letter lie around until 
someone happens to feel like sending 
the information requested. When we 
have interested a man to the point that 
he actually writes in for something we 
are offering, the least we can do in 
appreciation of his effort is to make 
sure his letter gets fast action. 

I also believe that the entire inquiry 
handling function should be under 
a single authority, although it seems 
to work out very well for us the other 
way. 

The hazards of doing the job by our 
method seem to be those that attend 
any divided authority—the chance of 
each person thinking that someone else 
is handling the matter, and also the 
lack of continuity in follow-up. Then 
too, there is inevitably a variation in 
the standards of letter quality, as well 
as in the sales angles employed. 

For a company just starting a direct 
mail program, I believe it would be 
smart to investigate thoroughly the 
economics of having the whole pro- 
gram handled by an outside agency 

even to the point of handling in 
quiries. I realize that the latter phase 
is a very touchy one, since the agency 
would have to be an exceptionally good 
one and able to work much more close 
ly with the client than many are able 
to do. 

But part of my philosophy has al 
ways been that if you want a profes 
sional job, get a professional to do it. 
In other words, let the other fellow 
worry about the overhead and_ the 
technical problems he’s supposed to 
know about. ..and pay him a fair 
profit for doing it! 
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LEFT: The SPS inquiry-answering system consists of the master Inquiry Promotion 
Card, shown on page 26, and two information carbons for salesmen attached to a 
form transmittal letter. The letter is perforated at the top. After information is 
typed on the master card, and salesmen are sent carbons, the letter is torn off for 


mailing with the literature. 


RIGHT: Here’s how inquirers receive the literature requested. With it are the form 


transmittal letter and a reply card listing other literature available. 


BELOW: At regular intervals for about a year, inquiries are followed-up 
Robotyped letters like this one for SPS Sel Lok Spring Pins. 


STAND ARO 


Gentlemen: 
JUST DRILL AND DRIVE 


It's as simple as that, when you use our new and very 
versatile fastener - the SEL LOK Spring Pin, 

When you use SEL LOK's you can forget costly tapping, 
reaming, peening and milling. Just drill a hole the 
normal diameter of the pin, drive it in with a hammer 
or power tool and the job is done in a matter of minutes. 


SEL LOK Spring Pins can be used as rivets, hinge pins 
or keys, They will replace tapered, grooved or cotter 
pins, You can have these versatile fasteners in carbon 
or corrosion-resistant steel, in standard or light duty, 


The light duty pin works beautifully in Nylon, Bakelite 
and other plastics, as well as in softer metals like 
aluminum and copper, 
We would like to send you samples to try for yourself, 
Just note the sizes on this letter and send it in the 
enclosed postage paid envelope. 
We thought you would be interested! 
Cordially, 
STANDARD PRESSED STEEL CO, 


Sales Promotion Department, 
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DAVIDSON PRESENSITIZ 


each one matched to the job... 


Every Davidson Plate is tailored specifically 

to the job it must do. With three guaranteed 

plates to choose from, you have little need to experiment. 
You know beforehand which of the three 

Davidson Plates will give your desired results. 
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PHOTORITE 

PRESENSITIZED 

PAPER PLATES 
RUN OF THE MILL . . . Ideal for shorter runs, 
quick production, and extremely low in cost. 
Only one step in preparation, and they are 
ready to go. Photorite Plates produce excellent 
solids, halftones, and line work. 


DUORITE 
PRESENSITIZED 
TWO-SIDED ALUMINUM PLATES 


ECONOMY .. . the most for your money on 
long run work. A single solution desensitizes, 
develops, and gums the Duorite plate, all in 
one operation. Both sides of the Duorite Plate 
are sensitized . . . cuts your plate costs in half. 


PER FECTORITE 
PRESENSITIZED 
GRAINED ALUMINUM PLATES 


QUALITY . .. for the exacting requirements 
of ultra-fine process, halftone, and line work 

. with long plate life for extended runs. 
Halftone seproductions have unusual snap and 
life .. . and results are consistently excellent. 


FREE SAMPLE DEMONSTRATION 

A Davidson Presensitized Plate Demonstra- 
tion is yours for the asking, and without 
obligation. Write on your Letterhead. 


ee GUARANTEED BY THE BUILDERS OF THE FINEST SMALL OFFSET EQUIPMENT IN THE WORLD 


DAVIDSON CORPORATION 
; 4 Subsidiary of Mergenthaler Linotype Company 
29 RYERSON STREET, BROOKLYN 5, NEW YORK 
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W' askeD Joseph Finnamore, editor 
of the swell external house organ 
Sales Trails, published by Bulman 
Bros. Ltd. of Winnipeg, Canada, to 
tell all about his copywriting methods. 
Here's the formula he uses, exactly as 
he wrote it out: 

“In creating selling ideas, the professional 
copy-writer goes through five separate stages 
before he even puts one word on paper. 
They are: 

1. The Assimilative Stage. 
2. The Organizational Stage. 
3. The Eliminative Stage. 

4. The Inspirational Stage. 
5. The Screening Stage. 

“In the Assimilative Stage, Ae collects all 
the material he can lay his hands on about 
the product he is going to promote. In doing 
this, he leaves no stone unturned, no book 
unread, no human source unpumped. 

“More, he jots down ewery idea or fact 
relating to the product he comes across (or 
‘dreams up’) at all hours of the day and 
night. (All—repeat ali—conscientionus copy- 
writers sleep uith a pad and pencil beside the 
hed. Selling ideas, like time and tude, wait 
on no man, and they often creep up during 
the silent watches of the mght!) 

“In the Organizational Stage, the copy 
writer simply arranges his notes into topic- 
groups such as construction, operation, in 
stallation, appearance, economy and durability. 

‘He must not only classify his notes by 
topic, he must also decide which advantages 
he thinks should be most prominently fea- 
tured in the future advertising campaign. 

“This brings hum to the Eliminative Stage 
in which his sales judgment is put to an even 
more severe test. He must carefully select the 
most appealing point (or points) about the 
product—the one (or ones) most likely to 
evoke the biggest response from the great 
army of readers, listeners and televiewers. 

“This is the most important stage in ad- 
vertising creation. For, upon it will depend 
the ultimate success or failure of the ad- 
verusing campaign. If the copy-writer gets 
his sense of values crossed here, he is going 
to play up the less appealing selling points 
ahout the product and waste the most effective. 

However, we'll be charitable and assume 

picks the points that will pay off. This 
brings hum to the Inspirational Stage when 
he hands the job over to Mother Nature. 


“Reed-able Copy” 


A Monthly Clinic: Conducted by Onwille Reed 


“But—he gives Mother a certain amount 
of help with her creative chore. He feeds her 
what we might call ‘idea-fertilizers.’ These 
might consist of advertisements (of competi- 
tors and others), magazine and newspaper 
write-ups, interesting photos, ilustrations— 
anything and everything to stimulate his 
imagination. 

“Idea-jertilizers act to stir up the sub- 
conscious mind—a treasure chest of unused 
ideas—and make the conscious mind aware 
of how they can be applied to current 
problems. 

“Finally, the copy-writer enters the fifth 
and last stage in his advertising journey—the 
Screening Stage. 4/ this point, he performs 
what is known as the ‘Hat Trick’. That is, 
he puts on his hat, opens his office door and 
gets away from it all. 

“But—he is still working on his original 
advertising problem. Not that you—or even 
he—would notice it. 

“The job is now going on at the back of 
his mind. All his facts and ideas are going 
through a ‘screening’ process. Slowly but 
surely, the Big Idea is showing through the 
mist—the Big Idea around which the entire 
advertising campaign will revolve—which 
will be its over-all theme—which will be 
different from the Big Ideas of all com- 
petitors—and which will eventually play a 
leading part in making a million cash regis 
ters tinkle merrily in every nook and corner 


of the land.” 
Look Alikes 


Direct mail—especially mail order— 
seems to be feeding on itself. As I go 
over the accumulated mail order pieces 
on my desk, I’m struck by their simi- 
larity. Even the copy is more or less 
alike—special offer, amazing, act now, 
credit stamps, offer expires in 10 days, 
the greatest, new, be the first—short, 
punchy sentences, lots of dots and 
dashes, indented paragraphs, impor 
tant points in red, ad infinitum. 

Each piece shouts for attention. All 
too frequently this copy blows up the 
benefit out of all proportion to its im- 
portance. The copy slugs me with sell- 
ing points. It is fast, frantic, bludgeon- 
ing. 


There’s probably a reason for the 
predominance of this type of copy. 
That reason is—/T PAYS! If it didn’t 
it wouldn't be used time after time 
by successful mail order companies. 

Users of mail order tote up the re- 
sults, find they exceed their break-even 
point by a profitable margin, and on 
the next mailing resort to the same 
type of known-to-be-profitable copy. 

But, isn’t there something the mat- 
ter with a piece of copy that brings 
orders from only 30, 75, or, in unusual 
cases, 100 out of every 1,000 to whom 
it is sent? Why didn’t the “silent” 970 
925, or 900 buy? 

Assuming a product or service is an 
exceptional value, supplies a need, and 
goes to a qualified list of prospects— 
what's the matter? Could it be the 
format has become so standardized it 
is immediately recognized and too 
much of it tossed away unread? May- 
be motivation research will answer the 
question of why from 90 to 98% of 
those who get our mail do nothing 
about it. 

We spend a great deal of time test- 
ing to find out why one appeal, one 
piece of copy, or one tormat outpulled 
another. Maybe it would pay us 
to look at it from the other stand- 
point—why do 970, 925, or 900 out of 
every group of 1,000 prospects fail to 
buy? 


lt Just Goes To Show 


My secretary ordered a trial sub- 
scription of a national magazine by 
returning a card received in what has 
become a _ standardized subscription 
letter. As I watched her enclose her 
dollar bill, seal the envelope and toss 
it in the “out” basket, I remarked to 
her: “Typing so much mail order copy, 
haven't you become blase? Tell me, 
just what appeal in that letter con- 
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vinced you to part with a buck for a 
trial subscription?” Here's her answer: 
“To be perfectly frank, | didn’t read 
the letter. When the envelope came in 
I opened it, and the first thing that 
hit me was ‘6 Months Special Offer— 
$1.00° printed in red across the top of 
the letterhead. | figured I could take 
a chance with $1.00, so I checked the 
card and sent it in.” 


Without reading the letter, yet! The 
letter some writer like me _ labored 
over, polished, burnished, rewrote for 
hour upon hour, hoping to put into 
it the kind of “sell” that would bring 
back the order. 


I don’t know what that proves, if it 
proves anything at all. But it makes 
one think, doesn’t it? 


Understatement 


Do you suppose there's anything 
in the George Gobel approach that 
might help sell goods and services by 
mail? 

So much mail shouts at a prospect 
about the amazing qualities of a prod 
uct. There's so much “Hard sell” copy 
urging prospects to act now, to get in 
on the greatest, biggest, grandest 
widget—that maybe a low-keyed ap- 
peal might attract unusual attention. 
Instead of “Act now’, how about using 
some such copy as: 

‘You've got a lot more pressing things to 
do than sending me an order. But think it 
over, and when you get around to it, I'm 
sure | can make you glad you did something 
about it. V'll still be selling the widget whether 
you decide to buy today, tomorrow, or next 
week, and honestly it'll do a good job for 


you.’ 


Do you suppose that kind of calm 
cajoling would pay off? Do you think 
the fellows who pay the bill for ad- 
vertising—who employ fellows like me 
to write it for them—would have the 
courage to try this low-keyed type of 
selling, based on understatement in- 
stead of overstatement? 


Do you think in mail full of shriek- 
ing and shouting, “The still small 
voice, the boast foregone, the falsehood 
dispensed with, the absurdity _ re- 
nounced, the fact understated or stated 
with demurely delicate precision, would 
have the power to startle and _ sell 
goods?” 

Godfrey's been selling stuff for a 
long time with a lazy, relaxed selling 
technique. 

I don’t know the answer. I don’t 
even recommend it be tried. I'm just 
asking a question. What do you 


Let us help you 
select the 
Right Envelopes — 

tospeed up| 

Inserting Machine 

Operations 


—~ 
Many firms get out large = 
quantities of mail quickly and 
efficiently with modern machines 
which collate, insert, seal and 
even meter their mailings—auto- 
matically. 

These users are constantly on 
the lookout for ways to increase 
the efficiency of their equipment 
and eliminate “down-time.” They 
know their machines will handle 
certain material smoothly — but 
that other material will jam the 
mechanism. And they know that 
one of the most important factors 
influencing inserting machine 
efficiency is . . . the envelope. 


Let us help you select the right 
envelopes to speed up inserting 
machine operations. We have a 
booklet that will be helpful to 
you in planning your next mail- 
ing. It gives tips that save time 
and money . . . contains charts 
diagramming inserting machine 
envelope size limits. Ask your 
supplier now for a copy of “How 
to Select Envelopes that Speed Up 
Inserting Machine Operations” 
or write direct to 


Inserting machine 
envelope size limits 
are shown for the 
several types of mo- 
chines in this U.S.E 
bocklet. 


UNITED STATES ENVELOPE fii 


think? SPRINGFIELD 2, MASSACHUSETTS 


APRIL, 1955 Ist 15 Divisions from Coast to Coast 
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illustration 


seizes 
the 


imagination 


good 
lithographic 


reproduction 
completes 


the 


Cave painting, Spain, 40,000 B.C. 


effect 


SERVICE INC. 


OFFSET LITHOGRAPHY «+ DIRECT MAIL + SALES PROMOTION 
28 WEST 23rd STREET » NEW YORK 10, N.Y. * ORegon 5-0300 


“DREY SELECTED MAILING LISTS” 


A PREMIUM ADDITIVE FOR ACCURACY AND SERVICE 


MAIL ORDER BUYERS COMPILATIONS 
Thousands of lists available by categories List built to your requirements. Also im- 
such as ELECTRONICS, GIFTS, HEALTH, mediately available . . . 1,001 assemblies of 
HOME CRAFTS, HORTICULTURE, INDUS- Individuals and Firms from “A” (Account- 
TRY, PHOTOGRAPHY, PREMIUMS,  SELF- ants) to “2” (Zoologists). For rental and/or 
IMPROVEMENT, TECHNICAL, etc. outright sale. 


“LISTS & LISTINGS” 


Our six-page newsletter and survey of the current list market. Send 10c for copy. 


WALTER DREY, Inc. 


BROKERAGE COMPILATIONS RESEARCH 


257 - 4th AVE., NEW YORK 10, N. Y. . 333 No. MICHIGAN AVE.,CHICAGO 1, ILL. 
Telephone: ORegon 4-706! Teleph Fi ial 6-4180 


BIG results - urne cost - with z 
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Anecdote With a Point 


A firm advertising its product once 
stated in its advertising copy: “Money 
returned if not satisfactory.” Someone 
applied for the return of his money. 
The firm wrote back: “Your money is 
quite satisfactory, and therefore we de- 
cline to return it.” 

That may seem like a silly joke. But 
does your copy always say what you 
mean? 


A Reader Throws The Book At Me 


For you to get anything out of the 
following letter, refer to “Reed-Able 
Copy”, page 37, February, 1955 issue 
of this magazine. (It will pay you to 
keep a file of your Reporter's for 
future reference) :* 


“You'd better duck, Orville boy, be- 
cause I’m throwing your dictionary 
back in your teeth! I'd never buy it. 
Not because | dislike dictionaries (1 
love ‘em), but because your letter- 
writer simply didn't sell me. 

“Let's take the first letter. It talks 
quietly about a dictionary in an unim- 
pressive way. 1 learn that the diction- 
ary is big, well bound, durable, and 
that it is used by everyone from babies 
to octogenarians. 

“The second letter may ‘create ex- 
citement with words’, but | doubt it. 
For example, it has good solid weight 
so | can use it for a door-stop. It will 
‘last a lifetime’ | am told. Here again 
its utility as a door-stop seems empha- 
sized, since an old dictionary has 
scant value as a reference volume. 

i! learn the pages are ‘big’. How 
nice! But what about the size of the 
type? And the weight of the individual 
sheets? After all, large thin sheets tear 
easily and tend to fold up annoyingly, 
as over-size Bible sheets used to do. 

“See what 1 mean? Both copy ex- 
amples are short on selling facts, and 
long on bland generalities. All puff 
and no substance. 

“Now, as a potential prospect | am 
naturally interested in a dictionary be- 
ing well bound to stand hard usage. 
But my chief interest is in its author- 
ity . . . completeness . . . acceptance 
by codeges, courts, etc. . . . its new- 
ness in terms of revision so new words 
are included .. . its type legibility ... 
its binding and paper pn Finally, 
how about a few typical interesting 
words and their definitions? Do the 
definitions also give good examples 
from literature, showing proper usage? 


*Editor’s Note: A good idea . . . exactly 
why we punch The Reporter for three ring 
binding. 
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And what extras does the dictionary 

contain—such as illustrations, color 

plates, biographies, gazetteer, rhyming 

word list, etc? Now of course you 
Ni can't and shouldn't write all this in a 

letter. But you can be specific, 1 think, 
and should always give the reader a 
lot of good reasons for buying. 

“I'll bet you just trotted out those 
corny letters to start a discussion! If 
so, you've got me off to a swell start. 
Keep on annoying me in the 
interest of better copy. 

“One parting shot. Despite the bub- 
bling enthusiasm of the revised copy 
you quoted, is it believable? Do its 
points make sense? Is a dictionary, for 
example, ever a substitute for an en- 
cyclopedia, or vice versa. And what 
one dictionary could ever hope to be 
suited to ‘every member of your fam- 
ily’, regardless of education or age? 
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Cordially yours, 

G. H. TENNANT COMPANY 
(Signed) Geo. D. Billings 
Advertising Manager 


SHORT 
SHORT 
LETTERS 


We picked up the following item 
in the always good Postage Stamp, 
syndicated house magazine used by 
many letter production shops around 
the country, published by Miles Kim- 
ball Co., Oshkosh, Wis.: 

Robert L. Shurter, in his “Effective 
Letters in Business,” (McGraw-Hill) 
passes along what is probably one of 
the most effective series of short, direct 
business letters. 

These were mailed at intervals of 
a few days by Schonberg Printing 
Company, Cleveland: 


Dear Mr. Wilson: 
I do good printing. 
Sincerely yours, 
Dave Schonberg 
Dear Mr. Wilson: 
I deliver good printing on time. 
Sincerely yours, 
Dave Schonberg 
Dear Mr. Wilson: 
I don't charge much. 
Sincerely yours, 
Dave Schonberg 
Dear Mr. Wilson: 
I said I don’t charge much for good 
printing delivered on time. 
Sincerely yours, 
Dave Schonberg 
APRIL, 1955 33 


“I’ve known Reply-O since the days 
when they didn’t have the money to 
even pay for an ad like this. I like the 
way they do business. | like the way 
they never tried to get all the market 
would bear because they had a patent. 
Their customers, many of whom I 
know personally, like them, too, and 
respect their integrity. I consider these 
folks a credit to the direct mail fra- 
ternity. 


“Best of all, I like their product. I 
use it myself to get subscriptions and 
renewals, and I know it works.” 


| the 


watched Reply-O-Letter 


Mr. Direct Mail, himself 
HENRY HOKE, 


Publisher, The Reporter 
of Direct Mail Advertising 


write for 
FREE BOOKLET 


We invite tests of 5,000 
to 10,000 Reply-O-Letters 
from mail users who, 
when satisfied with the re- 
sults, can then mail in 
larger quantities. 


The booklet, “ir was AN- 
SWERS THEY WANTED™ 
makes good reading for 
anyone who uses the mails. 
Send for your free copy 
today. 


_reply-o-letter 
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THE REPLY-O PRODUCTS Co. 
7 Central Park West 
New York 23, N. Y. 
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FRIGIDAIRE IS HANDLING 


DEALER CAMPAIGN 


An Advance Report On 
Some Tailor-Made Mailings 


Dealers are going to love Frigidaire 
Division of GMC, 300 Taylor St., 
Dayton, Ohio. Here, at last, is a manu 
facturer with a triple-barreled dealer 
direct’ mail campaign that is com- 
pletely dealer-slanted. Frigidaire’s new 
1°55 dealer program for Air Condi- 
tioners and Ice Cube Makers is tailor- 
made to dealers’ specifications .. . 
and most dealers who use it will have 
been pre-sold on the effectiveness of 
Zood direct mail. 


This year’s dealer effort began last 
fall when Frigidaire distributed a new 
sound slide film in all territories 
titled Ug—The First Direct Male. 
The film showed dealers exactly how 
direct mail can help them. By now, 
most dealers have seen the film and 
given it an enthusiastic reception. 


At the same tim: the film was re 
leased, Frigidaire’s Advertising De- 
partment started making a survey of 
dealers. They asked 2,000 large and 
small dealers the same question: 
“What kind of direct mail do you 
want?” Tabulating the answers, the 
ad department came up with a type 
of program mutually suggested by a 
majority of dealers. 


It features four separate campaigns 
with copy and art playing on a “good 
ole days” theme (which weren't so 
good after all without Frigidaire). 
The package consists of three similar 


mailings in each of the four cam 
paigns: 

1. 4-page folder with “good ole days” car- 
toon and story, with a note-size letter and 
reply card. Both amply display the dealer's 
imprint. 

2. 3-fold self-mailer with a light and breezy 
approach in copy and art. Dealer's imprint 
is actually his address on the tear-off reply 
card, 

3. Full-color, 6-page broadside that illus- 
trates the complete Frigidaire line of Air- 
Conditioners or Ice-Cube Makers. 


Production short cuts and gang 
running all pieces keep the cost of 
the program low. Dealers will share 
costs with Frigidaire on a 50-50, co-op 
basis... with minimum order of 
only 100 sets (any combination within 
the four campaigns). This low mini- 
mum will appeal to many small 
dealers who are often cut out of co-op 
programs because they must take 
many more pieces than they have 
good names on their lists. 

Graphic Service, Dayton direct mail 
agency will automatically handle all 
mailings for dealers. Dealers will send 
Graphic their lists and specify when 
they want their mailings made. 
Graphic Service will do the rest... 
sending out the second and _ third 
pieces of each campaign at two week 
intervals, as well as supplying dealers 
with a follow-up file they can use 
for personal selling. 

Individual dealers will select their 
own mailing dates to hit local con- 
sumers when the weather is hottest 
in their localities. The product is cool, 
to be sure... but this dealer cam- 
paign is one local direct mail effort 
that’s bound to be hot. 
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3 Full-color 6-page broadside 


om 
Ne. 
S 

the 
; 
at 
| 
4 
ty 4 
Br 
\ 
+2 - 
| 

te 
pee” 
La 2 Self-mailer with reply card 

f 
Be 
. 
| 
| 


WSS 


"WE'VE COME A LONG WAY 
SINCE GRANDMA'S DAY" 


++smother said recently. "We don't suffer in the summer 
the way she did. We suck dust up in vacuum cleaners, and 
have antihistamine for nasal irritations caused by dust and 
pollen allergies. 


"Insulated houses don't get quite as hot in the summer, either, 
and while electric fans don't cool the hot air, they do move af 
it around ... we even know what to do for mildew." ‘sh 


Sure, mother has it a lot better than her mother did, but ... niae* 
all those things are like buying rubber gloves because your raat ot 
fountain pen leaks. 


The real answer to heat and dust today is to keep them gut- 
size «e+ and to live in cool, clean, dry, comfortable con- 
ditioned air. 


When you get a Frigidaire Room Conditioner, you do just that. ge. 
What you really buy is @ happier, more healthful climate. 


If you've thought about air conditioning, but can't quite make 
up your mind, we'd like to help you. Because different rooms 
need different sizes, we'll be glad to look at your room and 
show you which model you need. There's just no obligation at 
all. We're pleased to do it ... whether you decide to buy one 
or not. 


You'll be happy with air conditioning. You'll be happiest if Bary 
you're wise enough to get all the facts about your problem be- ; 
fore you buy. The enclosed card will bring you those facts, 

free. 


Be Wise Today, 


(1) opens to the 444"x8'2” scene above . . . dra- 
\ matizing that “The good ole days” were actually 
“dog days” without Frigidaire. It opens once again 
to an 8'/,"x11” spread showing a comfortable, mod- 
. ern home with Frigidaire. 

~ Letter and reply card shown at the right will go 
\ with the “Good ole days” folders. 


The self mailer (2), printed in brown on yellow 
stock, opens to the 7%4"x8',” letter shown at the 
left. The dealer's imprint is on the back side of the 
bottom half of the letter . . . making a handy tear- 
off reply card. 


« 
te 


The full color broadside (3) illustrates the complete 
line of Frigidaire conditioners. 


All three pieces in the campaign were tailor-made, 
from the results of a dealer survey, which asked 
them what kind of direct mail they wanted. 
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by Ralph T. Curtis, 


Keller-Crescent Co. 


OF DIRECT MAIL 


Reporter's Note: In December we published some “Advice From An Expert’ (page 28) on 
the nuts and bolts of direct mail. The expert was Ralph T. Curtis, who spends a good deal 
of time sharing his long experience with others. While changing jobs from Ross Martin 
Co., Tulsa, Okla. to manager of Keller-Crescent Co.'s new Mail Order Sales Div. (Evans- 
ville, ind.), Ralph took time off from his busy schedule to give an A-B-C direct mail talk 
at the National Institute cf Drycleaners Convention in Chicago. We're printing it here as a 


good primer for beginners . 


Years ago | met a man in Akron, 
Ohio, who was starting a made-to- 
order clothing business near the huge 
Goodyear Tire & Rubber plant. In a 
small “hole in the wall”, he was 
prepared to show his samples of both 
domestic and imported woolens. At 
tractive illustrations showed the styles 
of tailoring. He quoted prices which 
compared tavorably with ready mades. 
And he was all set to take your 
measure—have the suit made by ex- 
perts in Chicago—then make delivery 
to the customer in about three weeks. 

I remember this tailor only by the 
name Ed. Business was dulli—but not 
Ed. What he did made a_ profound 
impression on me. Every spare mo 
ment—and most of them were spare— 
Ed was addressing penny postcards 
to men. He got his names and ad 
dresses from a City Directory. He 
selected the residential streets of the 
average folks. On the reverse side of 
the cards he penned a homey, cordial 
message. With a brief bit of humor, 
he offered to make you a_ well-dressed 
man at extremely low prices. He in- 
vited you to come in and _ browse. 
Twenty five to fifty of these 
went out each day. Business picked 
up! Then his wife and daughter 
chipped in and 100 to 200 cards a 
day were being mailed out. The last 
time | heard of Ed he was selling 
more tailor-made clothes than anyone 
else in Akron. 

In the September issue of the 
Itlanta’ Economic Review you will 
find an interesting example of how 
direct mail is the business man’s 
friend. Mr. Tucker, the author of 
this article, is professor of marketing 


cards 


% 


. and a refresher for professionals. 


at The Atlanta Division, The Univer 
sity of Georgia. I'm quoting from 
Prof. Tucker’s article because some 
of you may think that Ed, the tailor, 
had a very unusual gift of writing 
and that you can’t qualify as a good 
postcard writer of direct mail adver- 
tising. Listen to what Tucker says: 
“There is a roofing company in Springheld, 
Illinois, which gets about half of its new 
business as a response to a single postcard 
mailed to the prospective customer. The 
postcard reads essentially like this: 


DID YOUR ROOF LEAK LAST NIGHT? 

if it did, you probably worried about rot. 
ting rafters, electrical short-circuits, and 
falling plaster. Even a small leak is just 
the start of a load of troubles. 
So catch that leak now. We'll be glad 
to send out an expert who can tell you 
the best and least expensive way to re 
pair your roof. His advice is free. Just call 
2-1111. 


Author 
Ralph Curtis 


“You can imagine the work that’ went 
into that card. The owner of the business, 
his drivers, and his salesmen all collect the 
addresses of houses whose roots appear to 
be in poor condition. During the ume the 
girls in the office aren't otherwise occupied, 
they address the already printed cards. Then, 
as soon as it rains, the completed cards are 
mailed—to arrive the morning after the 
downpour. 

“You can stop a sales siump—you can sec 
sales increase weck by week in a carefully 
laid out direct mail program. But this most 
certainly does not mean that any 
Direct mail may 


casual 
mailing will be successful 
be especially useful to the small business, 
but it is not to be casually treated as a 
poor relation to the glamour end of adver 
using—the back copy of Life or the full 
hour program on_ television. 
“Unlike the mass media—such as radio, 
newspapers, television, magazines, and out 
door, direct mail cannot deliver readers or 
listeners for a fraction of a cent apiece. In 
terms of consumer contact Wis an expensive 
medium. An imexpensive mailing might cost 
six cents a letter and three times that amount 
is not unusual. To offset such costs direct 
mail offers its users three things: selectivity, 
opportunity for personalization, and ready 
testing of results. 

“Selectivity makes it possible for the small 
businessman to reach particular groups (or 
certain residential areas) without waste. 
“The opportunity for personalization is just 
as important. The magazine advertiser can’t, 
but yuo can, say: Congratulations, Mrs. 
Grady, on the birth of your son, etc.’ 


Everyone likes to laugh. Occasionai 
use of humor proves a good variant to 
the usual grind organ type of letter. 
Handled right, it attracts attention 
and saves the letter or card from 
being chucked into the wastebasket 
before your message is read. Tied in 
properly with your message, it arouses 
interest. 


Remember the old formula: tten 
tion, Interest, Desire, Action? It's the 
same one we use here. Be sure to 
write your copy so that the prospect 
or customer will know what your 
service will do for her. Then appeal 
to her selfish imstincts’ Make your 
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copy human and easy to read! When 
wring it you must never forget for 
an instant that people are interested 
in how fresh and trim their clothes 
will look when worn—NOT in your 
expensive processes—NOT how your 
plant is so big and so strong; and 
NOT bow your founder has whiskers 
so handsomely long. So tell me quick, 
less—how this service of yours came 
to be; but, more—what the damn 
thing does for me! 

Now let’s see if I can show you 
an example of what I’ve been trying 
to tell you. Here’s a short postcard 
message you may use. Listen: 


A SHORT, SHORT, 
VERY SHORT STORY 


A Negro entered a doctor's office with blood 
on his face. 

“Hello, Sam! Got cut again, | see.” 

“Yassuh. | done got carved up wid a razuh.” 
“Why don’t you keep out of bad company, 
Sam?” 

“Deed I'd like to; but | aint got ‘nuf 
money to git a divorce.” 

And I’m wondering if you can afford to 
be without the “Pledged Quality Service” 
of Nu-Life Cleaners. You can get a divorce 
from your dry cleaning worries by letting 
our trained technicians and our seasoned 
operators finish your clothes so that you'll 
always have a well-groomed look. 

Pull out that coveted dress or your best 
Sunday suit. Then call 3-1000. We'll put 
Nu-life into your precious garments. And 
maybe your friends will say, “Oh, what a 
beautiful new outfit.” 

Don’t forget — call 3-1000 and soon our 
courteous driver will knock on your door 
and steal away with your worries. 

Sincerely, 
John Doe, President 
NU-LIFE CLEANERS, INC. 
512 South Main Street. 


If the name, NU-LIFE CLEAN- 
ERS, has any resemblance to any 
company, solvent or bankrupt, it is 
purely coincidental. 

Up to this moment, I have pur- 
posely stayed away from rules and 
formulas when it comes to writing 
sales letters. A postcard is a_ sales 
letter with a telegraphic message. I've 
given you two simple examples of this 
simple little device which can build 
sales. Now to help you in preparing 
any kind of letters or postcards you'd 
like to send to your customers and 
prospects, let me say this: I believe 
the whole big subject of letter writing 
can be divided into these major areas 
expressed as five questions: 

1. Whom are you writing to? 

2. What do you want them to do? 

3. What do you have to tell them to get 
them to do it? 

4. How is the best way to say it? 

5. How should it look on paper (or post- 
cards)? 


Continued 
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neenah says, 


People 


come into your 


never see 


never clasp your 


through 


who never 


office, 


your face, 


hand, 


business with you 


your letters. 


so impersonal a bond requires the character 


of a fine rag bond by neenah. 


Would you like business stationery 
that is preferred by your cus- 
tomers? Then ask your printer 
for a free copy of the “Neenah 
Guide to Preferred Letterheads." 
it is based on a four-year survey 
that determined what business- 
men preferred in letterheads. 
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IN THE NEWS 


FREDERIC W. RAKER 


has been appointed assistant 


KRETSCHMER, 


EDWARD B. DONALDSON 


HARLEN M. CHAPMAN, 


JAMES 8. DICKINSON, former 


electric tool 


EDWARD N. MAYER, JR., president 


JOHN PATAFIO, 


Creative-Merchandising 


NEAL NYLAND, former 


JOHN H. LORD 


tones and other graphic 


G. J. NEWHAMS replaces 

Engineering Works Div. 
KURT E. HEINRICH, former!) 
SHEPHERD STIGMAN 
RICHARD SILVERMAN 


as advertising manager 


saddened last month when the 
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Success”. 
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Graphic Arts 


printing 
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Publishing 


their 


ot the 
the com- 


Printing 


concentrate on 


personnel and 


N.Y 


Atomics 


BOB RUBIN 


12. Bob 
We're 


retired Public 


of this 


Now if | have done nothing else 
but persuade you to give consideration 
to each of these 5 points before you 
prepare your copy, confident 
you'll write better letters. 


In order to boil them into one here, 
we will just have to skip the first 
two and handle points 3 and 4 in 
combination. It is necessary, I think, 
to combine the third and forth points 
because I think they are “the which 
comes first—chicken or egg” sort of 
thing. 

What do you have to tell her to 
get her to do it and how is the best 
way to say it? Listen: if you tell her 
the right thing in the wrong language, 
you lose. If you tell her the wrong 
thing but clothe it in simple language, 
you still lose. The only way to win 
is to tell her the right thing the right 
way. These two points are vital! It 
you stumble here—you are lost. 

Therefore, let's take a little time 
and really dig in and see what we 
ought to do. Here’s a formula that 
will keep even the rankest amateur 
out of trouble. It’s the old standby 
which was named after the famous 
opera, AIDA. A I D A for Attention, 
Interest, Desire, and Action which | 
have already mentioned. 


First, how do you get attention? 
You've got to get attention in your 
first paragraph—in fact, in your head- 
line or opening sentence! 


1. The use of humor or a short, short story 
is one way, but it’s dangerous for the be- 
ginner. So stay away from that one unless 
you are sure of your ground. Better still, 
touch on the problem of the prospect—and 
cram in a solution quickly, if possible. You 
remember the headline offered by the roof- 
ing company? DID YOUR ROOF LEAK 
LAST NIGHT? No solution offered, but 
certainly a tmely question right after a 
rainstorm with the product plainly implied. 
Waste no time in showing a benefit or 
appealing to her selfish instincts, and you 


have got her attention. Here's a good one 


used by an insurance man: “How would 
you like to be paid for the time you spend 
in bed Would that get attention? 


2. Tell the prospect what you want her 
to do. Don't waste words, but don't econo 
mize foolishly. Leave no doubt in her mind 
tell her simply what you want her to do 


and make it easy for her to do it. 


3, Make the letter sound personally di 


rected to some person you know who surely 


has the problem you want to solve. Make 


it sound like you are talking to her person 
ally instead of to 1,000 people. 


Now, assuming you've caught the 
reader's attention with your opening 
—aroused her interest with positive, 
concise statements—and have created 
a desire by appealing to her selfish 
instincts, the next move is the clincher 
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rg» eee will manage a new, full-time Public Relations 

‘i ae Harris-Seybold Co., Cleveland, Ohio. He was previously advertising manag 
‘ * ind has been with the printing equipment manufacturer since 1949. In his 
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the National Industrial Advertisers Assn. New York. Griffiths was 
Py xecutive secretary of the Advertising and Sales Club of Kansas City 
ROSERT agency owner in Scranton, Pa., has joinec 
‘ae Specialty Printing ( t that city as advertising manager 

has been upped trom assistant advertising 
* | a to advertising manager of Curtis 1000 Inc., West Hartford, Conn., envelop 
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er in 1952 
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Baker Griffiths Aretscnmer Vonaldson 
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| Chicago headquarters 
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EDGAR V. HALL, formerly circulation nanager at McGraw-Hill 
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with National Process Co. and D'Arcy 
mail. 
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Snell Inc., chemical engineering firm in 
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of Circulation Associates, N.Y., died on March 21st of cancer. He was P| 

3 Se was one of the best-liked and admired direct mail producers in the countr 
il going to miss him. 

We were also sorry to har tht 
Val Printer of the U.S., passed awav on February 19. He was an old friend Ei 
ate reporter and a devoted direct mail supporter. 


—the action-getter! Here you must 
tell her what she has to do to get 
your service. Give her another reason 
for doing it. Give her a reason tor 
doing it NOW! And be sure to ask 
her to DO it! 

One more important thought: Ad- 
dress each mailing piece COR- 
RECTLY and neatly to the person 
who needs your service. Generally, 
I'm reterring to the wife who needs 
the service for herself, her husband 
and children. Of course, there are 
exceptions. Miss Brown is a working 
woman. She’s independent and makes 
her own decisions and does her own 
buying. She, too, should be mailed to. 

Just a warning about mailing lists. 
Never forget this: .\ good mailing list 
is by far more impertant than a good 
sales letter. Mr. Lawrence G. Chait, 
last year’s president of the Direct 
Mail Advertising Association, in a 
talk I heard him give in Chicago 
last May, said: “You can frequently 
sell a good product (or service) to the 
right list (of prospects) .. . regard- 
less of poor copy... But you can 
never sell the very best product (or 
service), no matter how good the 
copy ....to a non-receptive audi 
ence.” In other words, save your time, 
your copy and your postage if you 
have only a poor list of prospects. 

There are several ways you can 
obtain a good list of prospects: 


|. | mentioned before how a roofing com- 
pany compiled a winning list. Of course, 
you can’t snoop into the neighborhood 
looking for dirty linen in people's closets. 
But you can do this: Have a salesman or 
driver supply you with the names and ad- 
dresses of folks in his territory who don't 
do business with you. He can use the old 
book salesmen’s technique of saying to each 


customer: “What is the name of the lady 
next door? Does she have a husband? Child- 
ren?” If your customer thinks her name 


is Mrs. Kaminsky, but she’s not sure how 
tc spell the name or what the full name 
is, all the salesman has to do is note the 
address, then check with the telephone book 
or city directory when he gets back to the 
ofice. In a short time you'll have literally 
hundreds of new prospects. But be sure the 
spelling and addresses are correct. Nothing 
irks you and me more than to have our 


names misspelled 


2. Sometimes a local merchant, especially 
clothiers, dress shops and department stores 
will run the addresses of their customers 
by stencil or on typewriter on your cards 
tor you and mail the cards for a small rental 
charge of $15 to $20 per thousand. That 
represents only 1 4c to 2c per name per mail- 
ing. But you are getting top-notch names— 
active buyers—good credit standing. Actually 
the names you compile through your sales 
men may cost you Se per name but they will 
be worth many times that cost. 


If any of you can sit down and 
write a good, old-fashioned, sincere 
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Report 


plans. Temporary officers are Louis Entler 


A Monthly Roundup On Meetings And Activities Of Direct Mail Clubs 
And Related Advertising Organizations From Coast To Coast. 


FLORIDA 


Direct Mail Advertising Assn. of Miami... 1s a 
creators, producers and users. Initial meeting held in 
charter members. Since then, the new club has moved ahead with some big 


new direct mail organization § tor 
January recruited 35 


of Reba Martin, Inc. (chairman); 


and George Youngs of Palmer Letter & Printing Co. (Sec.-Treas.). The new 


group welcoimes visitors in Miami to attend 


They're also looking for good speakers. 


N.W. 2nd Ave., Miami. 
GEORGIA 


their monthly dinner meetings. 
Contact George Youngs at 3004 


Atlanta Advertising Club .. .climaxed its successful Sixth annual Atlanta Ad 
vertising Institute at Emory University with a dinner-dance at the Dhinkler 


Plaza Hotel. The club‘ presented J. S. ( 


Jess) Roberts, advertising manager 


ot the Retail Credit Co. with the Award of Merit for his “outstanding 
service to advertising in 1954”. One of the main points of citation lauded 


Jess for his efforts on the DMAA Code 


of Ethics Committee ... calling 


his accomplishments “the outstanding contribution to advertising during the 


past year by an Atlanta ad man.” 


ILLINOIS 


Mail Advertising Club of Chicago . . . heard Harry McGinnis, executive manager 


of The Associated Third Class Mail Users 


Assn., give a Washington forecast 


on the postal rate situation at their March 9th meeting. Harry, who made 


similar talk at Detroit Direct Mail Day (Feb. 4) has sound tacts and 


figures showing how ridiculous the proposed rate increases are. 
@ Mail Advertising Club of Chicago is also providing the Steering Committee 


for Chicago's Direct Mail Conference to be held on May 27 at the 


27 Palmer 


House. In cooperation with Chicago Affiliated Advertising Clubs, MAC of 


Chicago has lined up a panel called the 


perts who will offer ideas and answer que 


‘Secret 16” ... 16 midwest ex- 
stions. General chairman is William 


Geidt of Inland Steel Co.; with Alan Drey of Walter Drey, Inc. acting as 


program chairman. 


MISSOURI 


Kansas City Direct Mail Club . . . met on March &th to hear Bob Zulauf of Koch 


Supplies tell how Koch sells 


“2,000 Items By Mail To The Meat Industry”. The 


club also saw Reuben H. Donnelley’s color-hlm “Dear Mr. Customer” (see 


cover story, page 5). 


WASHINGTON, 


Washington Advertising Club’s .. .Direct Mail 
ous success, reports chairman Larry Brettner, American Aviation 
the second 84 and the third 131. 


The first clinic meeting drew 175 people, 


D. C. 


Clinics are meeting with continu- 
Publications. 


Washington Ad Club’s Direct Mail Clinics are getting large turn-outs .. . 


like this one which came to the February meeting to hear DMAA Director 


George Rumage. 


March meeting was devoted to the 


reactions of a panel of typical mail 


recipients (housewife, federal worker, worker, retail store owner, etc.) Up 


coming April session will be devoted to 


TEXAS 


Southwestern Mail Order Assn... . new Dallas 
enthusiasts to visit the club when in Dall 
every month with programs built around 
of Commercial Printing & Letter Service, 
advises all prospective members or visitors 


Texas Envelope Co., Dallas, who'll make arrangements. 


copy. 


club, invites all traveling direct mail 


as. Club meets on third Thursday of 


mail order promotion. Bill Newman 
Dallas, is first elected president. He 
to get in touch with Creg Longley, 


> 
t 


message to your next-door neighbor, 
Mrs. Smith, then you have made a 
good start. For what you say to her 
is what you want to say to the hun- 
dreds or thousands of prospects on 
your good list. And while you're 
writing your copy, never forget the 
power of understatement! \t is the 
greatest UNUSED force in advertising 
today. 


It isn't, nor has it ever been, true 
that copywriters are born, not made. 
They don’t become good until they've 
studied and carefully practiced and 
learned all they possibly can about the 


intricacies of their jobs. You may 


never turn into a world-beater, but 
paying attention to the little as well 
as the big things, such as I have 
sketched over today, will help make 
your sales letters the kind that will 
successfully sell your services. 


MAY 15th DEADLINE 
FOR MILES KIMBALL 
AWARD NOMINATIONS 


Eric Smith of Burroughs Direct 
Mail Advertising, Los Angeles, chair- 
man of the 1955 Miles Kimball Award 
Committee, reports that May 15th is 


RESERVE YOUR EXHIBIT SPACE! 


everything under the sun.../ ~/ 


in ADVERTISING PRODUCTION 


PROMOTION and 
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Sunday through Wednesdey 
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A wey Admission is FREE to EVERYONE, associated in ANY WAY, with 

Advertising, Sales Promotion, Merchandising, Publicity, or Journalism! 

Come and bring ALL of your employees! If your work includes any phase of 

advertising, you are invited! Get FREE tickets from any exhibitor or by 

mail. See “everything under the sun” in advertising production, promotion, 
merchandising! It’s the greatest advertising show on earth! 
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materials, ideas, 
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L. WM. BAKER. MANAGING 
MAIN OFFICE: 3202 DODGE STREET. OMAHA, NEBRASKA. PH. WEBSTER 250 


the deadline for nominations for the 
coveted direct mail award . . . named 
in honor of famed mail order pioneer, 
Miles Kimball. Urging everyone in 
advertising to send in their nomina- 
tions now, Eric supplies these details: 

“Any individual in the advertising 
business may nominate one or more 
men or women who have made out- 
standing contributions toward the 
greater and effective use of 
direct mail advertising. 

Nominations may be among in 
ventors of machinery, authors of 
books, persons who have developed 
new methods, persons of influence 
who have used direct mail to its 
best advantage, pioneers of the direct 
mail advertising medium, effective 
practitioners of mail order, or others 
who have in some special manner 
promoted the best interests of direct 
mail. The contributions may have been 
made recently or in former years 
although posthumous awards are not 
contemplated.” 

Mail your nomination (giving rea 
sons for your choice, and your own 
name and address) before May 15th 
to the Miles Kimball Award Com 
mittee, co Eric J. Smith, chairman, 
Surroughs Direct Mail Advertising, 
2617 S. Broadway, Los 


California. 


more 


Angeles 7, 


DMAA CONVENTION 
PROGRAM ALMOST 
COMPLETE 


The program for the Direct 
Mail Advertising Convention (Hotel 
Sept. 12, 13, 14) 
is rapidly taking shape and should 
be completed soon. Program chairman 
Robert Stone of The National Re 
search Bureau, Inc., Chicago, an- 
nounces that the following committee 
chairmen have been set: 
Letter & Martin 
sion Envelope Corp. 
Fund Raising Session: 
Charities 
Industral 
Mayer, JIr.. 
Henderson, 
Circles 
Envelope 
Market kd 

These committees are working out 
program details and others should be 
in the works We'll _ probably 
have some definite news on featured 
speakers and more about the final 
program next month. But even this 
early, it looks like a bang up conven 
tion taking shape. You'd better get 
your reservation at the Morrison early. 
Remember the Sept. 12, 13, 
and 14. 


1955 


Morrison, Chicago 


Copy Session: Baier, Ten 


Bob Cox, Easter Seal 
Direct Mail Session: 
James Gray, Ine.; 
McGraw-Hill Co 


Kurt 


Edward 
Hank 
(co-chairmen ) 


Vahle, 


and 
of Inlormation 

Co 
Place 


Cupples 


Slocum, Dartnell, Inc. 


soon. 
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NEED HELP 
IN NEW YORK?: 


CALL ORegon 7-9100 


When a big rush job demanding 
extra workers hits letter shops in New 
York, most of them know where to 
get the needed help in a hurry. They 
pick up the phone and call ORegon 
7-9100 ... number of the special 
Letter Shop Unit of the New York 
State Employment Service. 

The fact that the State Department 
ot Labor set up this special employ- 
ment unit two years ago is a good in 
dication ot the size and magnitude oi 
ever-expanding direct mail activity in 
New York. While the printing indus 
try, New York’s second largest, can be 
used to some measure as a direct mail 
barometer, it takes in a lot of terri 
tory . . . including countless publica 
tions. But most letter shops are devoted 
entirely to direct mail activity. Focused 
on this activity, the State Employ- 
ment Service Letter Shop Unit is de 
voted exclusively to the placement of 
letter shop personnel. Its staffed by 
two full-time, direct mail-experienced, 
interviewers who sift thousands otf ap- 
plicants tor every type of letter shop 
job. The scope of New York's letter 
shop activity can be seen in_ these 
ligures: 

Last year, the Unit filled 4,400 jobs 
out of a total 5,000 listed openings tor 
time and piece work inserters, hand 
addressers, addressograph and multi 
graph operators, typists, list checkers 
and other letter shop occupations. No- 
body paid any fees . the service is 
free to both employees and employers. 

The 5,000 requests for workers came 
from 1,200 New York letter shops who 
are kept up to date on the industry's 
labor picture through a monthly Letter 
Shop Bulletin published by the em 
ployment unit. Written by Alfred Ber 
engarten, this two page newsletter high 
lights significant labor market news 
in the trade and keeps letter shop 
operators abreast of some of the 
month’s outstanding available workers. 
Here's a typical page, reprinted from 
last month’s Bulletin: 


LETTER SHOP BULLETIN—MARCH 1955 
THE IDES OF MARCH: Business in_ the 
Letter Shop industry appears only average, 
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with many employers predicting normal pro 
duction output for the balance of March. 
The signs point more to an extension of this 
trend until summer. The majority of employ 
ers in the industry feel no business decline 
in sight. Our view is that the industry can 
expect conditions to be normal the next few 
months. Naturally, there will be many shops 
that will remain busy indefinitely. No need 


to beware the Ides this year. 


LABOR SUPPLY REPORT—MARCH, 1955: 
Time Work Inserters, Piece Work Inserters 
More than adequate supply. Can fill 
majority of job openings. 
Addressograph Operators, Multigraph Opera 
tors, Inserting Machine Operators, Zoners . . . 
Good supply of available applicants. This 
office can meet requirements. Typists 
Critucal shortage of Letter Shop typists. 


PERSONALITIES IN THE INDUSTRY: 
And a-way we go! Once again, we present 
our monthly showcase of letter shop appli- 
cants having top-notch skills and ability. At 
the moment, they are “At Liberty,” however, 
just call ORegon 7-9100, Letter Shop Unit, 
for a personal interview. Meet them person- 
to-person! 

WRS. R. K. . . . An outstanding experienced 
and qualified Time-Work Inserter. Consistent- 
ly maintains a high production record. Many 
years of work experience in the Letter Shop 
industry. 

MISS L. H. . . . Meet a very neat young 
lady with a pleasant personality. Miss H. is 
a recent high school graduate. She was given 
our tests, and interviewed thoroughly. There 
15 every indication she would do well as an 
inserter and collator. We frequently hear of 
getting “new blood” in the industry. Miss 
H. desires employment in the Letter Shop 
field. Why not give her the opportunity? 

Besides the Bulletin, the unit offers 
letter shop operators other labor hints 
and services . . . and also answers un- 
limited management questions about 
labor laws. 

Using a battery of aptitude tests, the 
unit offers employers pretested work- 
ers. Applicants are tested in typing, 
spelling and other functions relative 
to letter shop operation. These tests are 
backed up with a close check on the 
worker's past employment record. And, 
by keeping in touch with each new 
worker it places, the unit maintains an 
accurate roster of what workers are 
best fitted for what jobs. 

Because work volume in the letter 
shop industry is constantly fluctuating, 
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don’t be satisfied 
easily 


{ A good result from Direct 
4 Mail isn't necessarily the 
maximum result. Maybe 
you should be doing 
better—getting more 
inquiries, more orders, 
making a bigger net profit. 
We'll be glad to put 33 
years of specialized 
experience to work on 
the problem. Write today 
for free folder. 


the Buckley organization 


Lincoln-Liberty Building 
Philadelphia 7 


POSTCARDS and 
ADVER 
LITERATURE 
at BUDGET 


You, like Buttersweet (Day and Young), 
can secure postcards and all forms of 
direct advertising literature at budget prices. 
Write today for samples and information 
to the nearest Crocker office. 


Dept. R-4 


SAN FRANCISCO, 720 Mission + LOS ANGELES, 2030 E. 7rh 
CHICAGO, 350 N. Clork * NEW YORK, 100 Hudson 
BALTIMORE, 1600 $. Clinton 


KOREAN VETERANS 


400M avilable by state 
$15M on labels 
Also special Calif. Weaith List 150M 
1500M College Students 200M Faculty 
3000M Alumni 32M Eastern Investor: 


SELECT LIST CO. 
6238 Wilshire Boulevard 
los Angeles 48, Calif. Webster 3-9168 
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you sell by mad 
here’s a tip from the 
experts to profit by... 


Many of the country’s most success- 
ful mailers (large and small) ask us for our 
list recommendations before making up 
their test schedules. They know from expe- 
rience that we can help them obtain the 
most responsive lists for their direct mail 
offers. 


This same service is yours FREE for 
the asking. Simply return the coupon below 
and we will send you complete details about 
the lists which we believe wili bring you the 
best results. 


CHARTER MEMBER 


National Council of 
Mailing List Brokers 


PHONE 
ORegon 7-4747 


‘witts MADDERN, Inc. 


ADDRESSING 
MACHINES 


offer you the only competition 


you can find in the Addressing 


Machine industry. 


Consult your yellow telephone 
book or write to The Elliott 
Addressing Machine Co., 
127 Albany St., Cambridge, 
39, Mass. 


215 Fourth Avenue, New York 3, N.Y 

Please send ws complete details more 

' responsive lists for our direct moil or mail 

' order use 

Nome 

Compony 

Offer 

Address 

City lone _Stote 


most letter shops cut down their staffs 
in between jobs. Wher « big job comes 
in during a personnel cut-back, they 
often need large numbers of workers 
in a hurry. To get them fast as possi 
ble, the Letter Shop Unit gives the 
employer desk space right in the Let- 
ter Shop Unit office at 1 East 19th 
Street. Here, the employer can go 
down to the employment office and 
interview a steady flow of applicants, 
making an on-the-spot choice of as 
many workers as he needs. This saves 
employers a lot of time and cuts out a 
parade of jobseekers calling at his 


shop. 


There seems to be a close triangle of 
industry cooperation between the let- 
ter shops, workers and the Employ- 
ment Service Letter Shop Unit which 
keeps New York mail activity hum- 
ming. As Fred Panzer, New York 
State Employment Service public rela 
tions director, explains it: “Letter shop 
workers, themselves, know this spe 
cialized unit to be one of their best 
bets for getting jobs. One tells another. 
And the many letter shops in the city 
send over their workers when a job 
is completed and they cut staff. When 
letter shop activity hits a very high 
peak, the unit can recruit via radio, 


fo Air Reduction you're every inch a king! 
te keep you happy and contented. You need never roar for 


» WRONG! CHANGE YOUR 
RECORDS AS INDICATED ABOVE. 


GASES 


CLEANING 
Raine AND 


It's our task 


service. Whatever your appetite, whatever your wish, you 
always get a lion's share of attention. 


That's why we've been 


our litersture your way, 


ED 


directing 
hoping you find it both plexsing and informative. 


Now we're asking for your help, and only you can give it. 
We've attached a reply card with a few questions of 
importance to us both. Do we have your name and address 
correct, for example? (That always comes first!) And 
to serve you better in the future, we'd like to know your 
specialized interests. 


So won't you spend a moment with the card? It will be of 
so much help. Thanks! If there's any in which we can 
return the favor, we'll leap to your : 


A KING AMONG LIST CLEANERS 


Air Reduction, 181 Pacific St., Jersey City, N. J.. sent us this swell letter. produced on 
a stock letterhead by Martin Miller Co., New York. It creates good-will right up to the last 
sentence. The reply card was contained in a die-cut slot behind the lion. We think this 
letter is a real king among list cleaning efforts. 
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newspapers and a network of half a 
hundred non-fee charging agencies and 
schools.” 

Through the unit's placement sys- 
tem pass the cream-of-the-crop of direct 
mail mechanical workers . . . all eager 
to work in a fast growing industry. One 
of the Letter Shop Unit's most popular 
candidates was recently profiled in 
The New York Times for his direct 
mail accomplishments. A rapid and 
accurate piece-work hand addresser for 
the past 10 years, he’s known and re 
spected by many New York letter 
shops. 

This young worker is over 80, and 
still rarin’ to go. You can reach him at 
ORegon 7-9100. 


QUESTION !! 


The research director of a technical 
trade publication sent us the following 
question: 


“Recently a leading agency asked us 
this question: ‘As a magazine pub- 
lisher, who sells space, and a list owner, 
who rents his list, when do you recom- 
mend the use of direct mail and when 
do you recommend the use of space?’ 
When individual advertisers have 
brought us their specific problems, w« 
seldom have had a hard time making 
a recommendation. But this question 
has stirred up a lot of thinking and 
discussion in the office. Mr. Hoke, 
you're a publisher and a list owner. 
You're in the same boat. What is your 
answer?” 


The question nearly answers itself. 
A specific problem usually has a logical 
solution. But it is difficult to establish 
any set rule. We referred our corres 
pondent to various sections of the Sep- 
tember 1954 Reporter feature, How to 
Think About Industrial Direct Mail. 

But if any of you readers have some 
ideas on how the question should be 
answered . . . shoot them along to us. 


GOOD ANSWER 
TO A COMPLAINT 


T. K. Worthington, business man 
ager of Harvard Business Review, Sol- 
diers Field, Boston 63, Mass., sent us 
this letter written in answer to a com 
plaint. We think more mailers should 
attempt (as Tom did) to explain the 
facts of life to all people who criticize 
mailing efforts. 

Dear Mr. Blank: 

Thank vou very much for your form let 
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ART WORK BY MAIL Plan, copy, sketches and finished art work 


delivered direct to your desk by mail 
from my studio at home. 


I have no staff, no secretary 
and there is very little confusion and 
bustle around my studio out 
back of the house. It just might be 
however, that by being able 
to give your work my undivided 
thought and attenion I might 
be able to give your 
booklet, folder, letterhead or similar 
mailing piece that little extra 
that you have been looking for. Why 
not write to me? 


RAYMOND LUFKIN Plan, copy, design, illustrations and typography BY MAIL 
124 West Clinton Avenue, Tenafly, New Jersey. ENglewood 3-4860 


Joe Sweeny of Lutz, Florida, sells by 
mail the juiciest oranges you ever 
tasted. He asked me to suggest a 
manner of telling the story of his 
Hobby Grove. I suggested a light, 
gay style. He approved. | wrote the 
copy, drew the semi-cartoon style 
pictures and a miniature reproduc- 
tion of the finished booklet is shown 
above. Incidentally, try a bushel 
basket of Joe's juicy oranges. You 


won't be sorry . . . believe me. 


COlumbus 5-8616 


d.l. natwick 


MAIL ORDER LISTS 


136 West 52nd St., New York 19. N.Y. 


Member: National Council of Mailing 
List Brokers 


DIRECT MAIL AND MAIL ORDER 


COPY 


Writer of Mail Order Letters that 
bring back orders and cash ° 
Contacting Letters that create and 
maintain good will between sales- 
men's calls booklets, folders, 
brochures, house organs, circulars that 
do the selling jobs you want them 
to do. Fully indorsed by a nation- 
wide clientele. Winner of two DMAA 
Best of industry Awards Dartnell 
Gold Medal editor of IMP, 
“the world’s smallest house organ.” 


ORVILLE E. REED 


106 N. STATE STREET 
HOWELL, MICHIGAN 


THE MAGIC NUMBERS 


“Gentlemen, putting those 
magic number sets in the out- 
going mail sure is bringing in 
the results.” 


For a Direct Mail gadget that turns 
each person receiving one into a walk- 
ing billboard for your product or ser- 
vices try using the magic number 
sets. | will be glad to send you a sam- 
ple without charge or obligation. Just 
drop a note to: 


Franklin Wertheim 


DIRECT MAIL CONSULTANT 
179-15 Jamaica Avenue 
JAMAICA 32, N. Y. 

The Man With The ‘Modest Fees’ 


NATURAL COLOR POSTCARDS 
of your products for low cost 
EFFECTIVE ADVERTISING 
Excellent for DIRECT MAIL 
ENCLOSURES, CATALOG INSERTS 
Four color process printing from your trans- 
parency or we supply the necessary color 

work. Priced as low as | 1 2c each 
Send for complet» samples and prices. 


COLORART, INC. of NEW YORK 
37 W. 47 St. New York 36 PL. 7-1661 
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MAILING 
LIST 
SERVICE 


GETTING TO 
KNOW: YOU 
1S IMPORT- 
ANT TO US 


so we'd like to send 
you our PRINTING & 
MAILING COST  ESTI- 
MATOR. 


if you rent lists and if 
you buy printing or 
mailing services you'll 
welcome this easy-to-use 
ESTIMATOR as one of 
the handiest, most worth- 
while labor, money and 
time - savers on your 
desk. 

Just say the werd and 
we'll mail it to you .. . 
PRONTO! 


JUDSON 6-3768 


140 WEST SSTH STREET, NEW YORK 19, N. Y. 


Member 
National Council! 
of Mailing List 

Brokers 


Over 1,000 
Shop Owners 


Know 


+ 

that, as an aid in the 
creation and production 
of direct mail, MASA 
International is 
invaluable. 

Join these 1,000 
progressive commercial 
duplicators in promoting 
your industry. 

A letter now will 

bring you a full 
description of 
membership services. 


Write: 
MAIL ADVERTISING 
SERVICE ASSOCIATION 


18120 James Couzens Highway 
Detroit 35, Michigan 


ter of February | in which you give the 
names of individuals receiving our invitation 
to subscribe 

In building its circulation, Harvard Busi- 
ness Review makes use of some one hundred 
outside lists from which we rent names for 
circularizing. Of course it would be impossible 
to ask these list owners to remove all in- 
dividuals from your company, so I am afraid 
you will continue to be plagued by receiving 
our solicitations 

As you perhaps do not know, customary 
procedure in the direct mail industry is for 
the mailer to send his envelopes to the list 
owner who addresses them and returns them 
to a third party for mailing. At no time does 
the mailer see the envelope, so that it would 
be impossible for us to pull out all names 
going to your firm. 

We are in sympathy with your attempt to 
help mailers in cleaning up lists and cutting 
down waste. However, | am not in sympathy 
with your opening sentence in which you 
say the volume of third-class mail reaching 
you is of unreasonable proportions. This is 
emewhat like saying that the stock market 
is unreasonably high or that business is un 
reasonably good. The volume of third-class 
mail is a fine barometer of the business con- 
dition of the country and I think you 
should be quite happy that you are receiving 
as much as you do. | am sure that your com 
pany is sending out more direct mail than 
it has at any previous time. May I suggest 
that you show your letter to your Advertising 
Department and it perhaps could suggest a 
different wording 

Sincerely, 
(Signed) 
T. K. Worthington 
Business Manager 


SOLUTION 
WANTED 


Ed Walker of Kozak Auto Dry 
Wash, S. Lyon St. Batavia, N. Y., 
mailed the following form letter to a 
select group of mail order people. Its 
subject is Of interest to everyone in 
direct mail. If you have any com- 
ments . . . write direct to Ed Walker 
and send us a carbon. Here’s his letter: 


What would YOU do 
In my place, please? 


Henry Hoke ran a story awhile ago 
which led me to mail out 200 letters 
with 3¢ stamps to customer names 
which had been returned on Form 
3547 as “Removed, Left no address.” 

152 of them were apparently for- 
warded under 3¢ and delivered. At 
least they were not returned to us the 
second time, undeliverable. None of 
us can afford to just throw away old 
customers names. 

What is the best thing to do? Have 
you perhaps already solved this prob- 


lem to your own satisfaction, and 


would you care to tell me your method 
of handling? 

Thanks in advance for any com- 
ment you may make which will be ap- 
preciated very much by 


(Signed) E. C. Walker 


“1 AM 
DIRECT MAIL” 


Over the years, many experts have 
come up with different definitions 
of Direct Mail Advertising. Many have 
tried to change the name . others 
have tried to explain it in one short 
phrase. It’s still Direct Mail Adver- 
using ...and we like the explana 
tion recently published in Passing 
Comments On The Direct Mail 
Scene, hm. of D. Stuart Webb Ad 
vertising Service, Inc., 306 N. Gay 
St., Baltimore 2, Md. Stuart’s defini 
tion is long... but complete. He 
calls it: 


THE GREATEST SELLING TOOL 


@ 1 am a messenger of individuality. 


@ 1 go direct—by train, plane, ship, truck, 
automobile, even by ox cart, but I get there. 


@ 1 go to presidents, vice-presidents, general 
managers, sales managers, purchasing agents 
with the same facility with which I go to 
Mrs. Gottrocks on Park Avenue or Mrs. 
Small Wood in the Ladies’ Aid. 


@ I may come to you occasionally or sys 
tematically, say once a month, once a week 
or even every day, for a limited period. 


@ 1 am the bearer of pertinent information. 
I tell you, sell you, I announce new things, 
let you know you have been missed at the 
store, remind you to pay your bills or 
sometimes soften you up tor a worthy 
charity. 


@ 1 am, when properly prepared, usually 
welcome anywhere. I frequently pass with 
out Guestion into the inner sanctum when a 
salesman has trouble getting one foot in 
the door 


@1 may be on white paper, blue, green, 
yellow or vermillion. It can be sulphite bond, 
rag, vellum, parchment or the finest Italian 
hand-made 


@ | may be in the form of an individual-to 
individual letter—one of the best forms 

a circular, a folder, a broadside, a booklet, 
a catalog, a mailing card, an insert, a house 
publication or any combination of them. 


may typewritten, printed, litho- 
graphed, engraved, imitation hand-written, 
or duplicated by countless methods, depend 
ing upon what I have to say 

@ 1 may be reproduced in black and white 
or a dozen colors of ink, single or in com 
bination to present your product at its life- 
like best 

@1 may be illustrated by actual photo 
graphs, by half-tone reproductions of photo 
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graphs, wash drawings, paintings; pen and 
ink sketches, crayon or I may paint my 
pictures with the dramatic force of words 


alone. 


@ | may be flat, folded in any one of a 


score of ways, in an envelope or as a self- 


mailer. | may be stapled, punched, die-cut 

or include a “gadget” to give humor or 

attract the eve 

@ 1 may be tested on segments of a list 

of samples of various lists before shooting 

the works, 

@ 1! am the universal medium—useful alike 

to a General Motors or the corner grocery. 

In dollar volume I am at or near the top. 

@ 1 bring you replies, inquiries, orders, 

subscriptions, votes, contributions, collections 

er just plain increased business. 

@ 1 supplement and enhance the effective- 

ness of other media. 

@ 1 am especially good at paving the way 

for salesmen’s calls and helping them be- 


come more productive 
@ | am the greatest Selling Tool in business. 


AM DIRECT MAIL ADVERTISING! 


Editor & Publisher for February 12, 
1955, carried the following item on 
its editorial page: 

JUNK MAIL 


It’s a little late, because “junk mail” is 
going out the window on April | anyway, 
but the Wyoming State Tribune in Cheyenne 
has a suggestion that might help to make the 
taste of it a little more unpalatable to those 
who have used it. 

Says the Trifune: Return all those post- 
cards enclosed with the unwanted literature— 
just sign them “Residential Patron,” or the 
same as the address on the envelope—and 
stick the sender for the return postage. 


\ tine idea, but that requires a little ef 
fort. Why not send them blank? The P. O. 
doesn’t care what's written on them. 

By passing this silly suggestion along, 
E&P is actually hurting the publishers. 
Among the biggest users of third class 
mail are the national magazines which 
mail hundreds of millions of pieces 
to secure subscriptions. They, too, will 
be hurt as long as the trade paper of 
the publishing industry promotes the 
idea of recipients misusing return 
cards and envelopes. 


CALLING 
DOCTOR KEEN 


When Rose Rashmir appeared on 
television and radio not long ago, at 
least one listener confused her with 
“Dr. Keen, tracer of Lost Persons”. 

Rose, who's chief of Market Com- 
pilation & Research Bureau, North 
Hollywood, California, was a guest on 
Art Linkletter’s “House Party” simul 
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TENSION RELIEVERS 


WEW YORK 36, N. Y. © 522 Fifth Avenue 
ST. LOUIS 10, MO. © 5001 Southwest Ave. 
WINNEAPOLIS 1, MINN. * 129 North 2nd St. 


TENSION ENVELOPES-TENSION ENVELOPES-TENSION © 


**No use Doc. Nobody or nothing can see 
through a Tension ‘Artlined’ Envelope! x4 


It's no secret where to look for top quality envelopes 
and speedy service! Write or call 


“TENSION ENVELOPE CORPORATION 


DES MOINES 14, IOWA 1912 Grand Avenue 
KANSAS CITY 8, MO. © 19th & Campbell Sts. 
FT. WORTH 12, TEXAS * 5900 Eost Rosedale 


TENSIOy 


NSION ENVELOPES-TENSION ENVELOPES -S3d014 n* 


“Lopes. TE 


HOW TO WIN NEW MAIL 
ORDER CUSTOMERS IN © 
VOLUME FROM 


money 
oRD. 
TOD! 
wre M- 


mon cara * 


CMascly 
MAIL ORDER LIST SERVICE, Inc. 


38 Newbury St., Boston 16, Mass. 
NEW MAIL ORDER CUSTOMERS IN VOLUME 


An Ad Agency that Loves DIRECT MAIL 
Many agencies don’t want to “monkey 
with MAILVERTISiING. (Some don’t have the 
know-how). Direct Mail is no stepchild here! 
We co-ordinate space advertising with it. 


“Chat Fellow Bott’’s 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 


| 


SAN FRANCISCO 


sales promotion 


OPPORTUNITY 


A leading west coast life and disability 
insurance company has need for sales pro- 
motion producer about 30-45 must be 
idea man—good organizer, able to shoul- 
der responsibility. Sucessful direct mail a 
must insurance experience desirable. 
Salary open excellent opportunity for 
growth and advancement. Write in confi- 
dence Gerth-Pacific Adv. Agcy., 604 Mis- 
sion, San Francisco 5. 


255 Mill Street 


Ten Hook-On Trays speed up print 
ing, mimeographing, sorting, in 
serting , keep things moving 
in the mail room. Write for folder 


Markol Metal Products Incorporated 
Rochester 14, New York 


GUARANTEED 


MAILING LISTS 


“CHECK-TESTED” 
Typed on gummed labels. 1953-1955 names 
$9.00 per M rental. FREE Expert analysis 
of your Direct Mail copy. Write for details, 
P. O. Box 2, Station G,” Buffalo, N. Y. 
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( ) Zamora Cover; ( 


Name 


Company 


Address 


City 


JUST RIGHT 
for DIRECT MAIL 


E specially Tuscan Cover... 
a stock that will give sub- 
stance to your direct mail. 
Use it to give a slim book- 
let an important feel. As a 
Cover, you can’t beat Tus- 
can Double Thick. 


Tuscan (in white and eleven 
colors) can be used as book- 
let body stock to give it 
bulk; for calendars, menus, 
post cards, folders and 
broadsides. Tuscan’s avail- 
able in a wide range of 
weights and in several 
sizes. All antique finish. 


A Tuscan Cover sample 
book is yours for the ask- 
ing. Be sure you have one 
in your paper sample file. 


ewes 


PENINSULAR PAPER COMPANY 


Send me a Tuscan Cover sample book. And a list of nearby merchants who 
can supply sample sheets and dummies. Would also be interested in seeing 
) Duplex Cover; ( 


* YPSILANTI, MICHIGAN 


) Pab Cover. 


Title 


cast over 100 stations. When Art 
questioned her about what she did, 
Rose mentioned that her company had 
mailing lists containing over 100 mil- 
lion names and addresses. 


The mention flooded Market Com- 
nilation & Research Bureau with 
hundreds of letters from listeners. 
Most of them admired Rose for un- 
usual job; some wanted to know what 
lists they were on; and a few wanted 
their names removed immediately. 


But the big puzzler came from a 
woman whose husband walked out 
on her ten years ago. “You must have 
his name,” she wrote, “Where is he?” 
This was almost as puzzling to Rose 
as the request she got from the FBI 
not long ago. Seems they had a stake- 
out on a suspect’s mail box and found 
a piece addressed by MC&RB. It was 
one of 650,000 pieces addressed for 
the Diners Club. Rose had to tell the 
G Men she had no idea how to locate 
the suspect. 


With all that mystery, Rose could 
stump the panel on “What's My Line”. 


NEW TWIST TO 
AN OLD IDEA 


Public speaking visual presentations 
have been made more effective with 
flannel board presentations. But the 
Chase Bag Co., 155 E. 44th Street, 
New York has come up with a new 
twist which might make a good direct 
mail idea. 

Chase produced a portable 34” x 30” 
flock-covered display board that folds 
down ‘nto a neat carrying case only 
17 x 30”. Separate pieces of fuzzy- 
backed paper are also included with 
the kit. On these, the speaker writes 
his main points . or pieces them 
together to form pictures or illustrative 
symbols. Up to here, the idea is old 
stuff. But Chase’s promotion of the 
kit might be worth adapting. 


Originaily planned to be sold to in- 
dustrial firms, Chase worked out a 
mail distribution sche First, they 
supplied each of their 5. iactories and 
sales offices with a flannel board kit. 
Then, presentations were prepared for 
talks on sales, safety, company policy, 
production, etc. To accomplish circula- 
tion of all the talks, they simply pre- 
pared a gummed label (addressed and 
numbered) for each installation. Sus- 
pense dates were built up through let- 
ters. Each installation received the 
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presentation, gave it, then applied the 
next label and sent the kit on to the 
next addressee. 

With tota! costs of material for mak- 
ing the kits between 24¢ and 57¢, the 


inexpensive method of circulating pres- 
entations has many possibilities. Espe- 
cially for companies with large sales 
forces. For complete details, write to 
John Casey at Chase Bag Company. 


QUIZ OF THE MONTH ANSWER: 


The fellow shown “roughing it” with our 
January ‘55 issue on page 9 is Vic Perry, 
public relations officer of the Toronto, Can- 
ada Post Office. The picture was snapped 
while Vic was with a party of Canadian 
ad men who ventured to the wilds of Lake 
Simcoe for an ice-fishing expedition. When 
the camera caught Vic pouring over The 


* 


Reporter in a warm cabin, it was 18 below 
zero outside ... so he decided to catch 
up on his reading. 


When the weather got a little better, Vic 
and the rest of the party caught up with 
the fish... bringing home 27 whitefish 
and | herring. 


GOOD BOX PROMOTIONS 


Charm magazine, 575 Madison Ave., New York 22, N.Y. mailed a clever jack-in-the-box to 
announce their Jan., Feb. and March ad lineage was “Up” 39%. Charm says its the highest 
gain of any fashion magazine since 1946 and “We Can‘t Contain Ourselves.” The brilliantly 
colored piece was designed by H&M Zelenko and produced by Colorform, Inc., Engle- 


wood, N.J. 


And Ayer & Streb, mailing service at 15 South Ave., Rochester, N.Y., sent out a realistic 
mailbox full of matches (produced by Universal Match Co., St. Louis, Mo.) to call attention 


to their services. 
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There’s only 
One 


DICKIE- 
RAYMOND 


DIRECT ADVERTISING 
and 


SALES PROMOTION 


for 34 Years 
* 


Planning 
Writing 
Production 


521 FIFTH AVENUE 
NEW YORK 


SHERATON BUILDING 
470 ATLANTIC AVENUE 
BOSTON 


In Swiss Cheese... and Direct Mail, too... 
it's the HOLE that makes the DIFFERENCE! 


Swiss Cheese without its holes would be just 
another tasty cheese. In direct mail, too, the 
hole in the letter adds a touch of individuality 
that separates it from other “look-alike” pro- 
motions . gets attention that means more 
results. 


If direct mail is one of your problems, you'll 
want to know more about our kind of Sales 
Letter — with the built-in, pre-oddressed reply 
card (or envelope) attached to the back of the 
letter. You'll want to see how it has helped 
leading companies boost responses, lower their 
cost-per-reply 

You'll be interested, too, in our one-stop service 
for creative printing and mailing that takes a 
load of direct mail details off your back 


Write for more information and samples of 
recent, successful promotions. 


SALES LETTERS 


incorporated 


198 W. 23rd St., New York 11 
Telephone WAtkins 9-6028 
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GLEAN WITH 


GLIMMERING GIMMICKS 
OF DIE-CUT, PRINTED, 
PRESSURE SENSITIVE BACKED 


MIRRO-BRITE 
METALIZED PLASTIC 


HIGHEST ATTENTION VALUE 


IDEAL FOR TIP-ONS 
IN SPACE OR DIRECT 
MAIL ADVERTISING 


PERFECT FOR 
NAME PLATES, LOGOS, 
EMBLEMS, TRADE MARKS 


WRITE FOR SAMPLES 


ano prices NOW! 


allen hollander co. inc. 
385 Gerard Ave., Dept. R-4, N. Y. 51, N. Y. 


WE HAVE 


Ready to work for you, Over 250,000 
new fresh names of opportunity seek- 
ers, 99°, women! 


25,000 new names added every week. 
Direct from original letters of inquiry. 
Available on gummed, perforated ad- 
dressing labels — 30 to a sheet. 

Any quantity, 1000 or more — 24 hour 
shipment 

We pay postage on all shipments. 
Price $12.50 per thousand. 

Terms net — check with order. 

Send for FREE sample sheet. 


PUT NEW LIFE IN YOUR MAILING LIST 
WITH THESE UP-TO-DATE NAMES 


Write, wire or phone 


PIONEER CORP. 
131 Belmont St., Belmont 78, Moss. 
Telephone BElmont 5-3559 


Want To Make Your 
Direct Mail Fund-Raising 
Appeals More Productive? 


Then let me tell you how 
I have helped make other 
appeals more effective and 
how I could help you in- 
crease your direct mail 
percentage of returns and 
net dollar income. 


PROF? 


27W ashington PL., East Orange, N. J. 


My Mail Order Day 


By Jared Abbeon 


Well Spring is truly here. All the 
harbingers are on hand. The test mail- 
ings of summer goods are being sent 
to the Southern States in the hope ot 
establishing a pattern for latter mail- 
ings up North where cool air masses 
sull linger. My wife's Hillman is gone 
from its winter hid:ng place next to 
my desk. My office is in the back of 
our place, where years ago there used 
to be a machine shop. They brought 
in their raw materials through garage- 
type cargo doors in the back of the 
building. So the little woman casually 
drives in one day last fall and says 
“Why pay Storage?” 

Didn't really mind her storing the 
car there except that when | was work- 
ing nights pounding the old typewriter 
and a big mean rat would go charging 
across the floor. . .it made it darn difh 
cult to get a clear shot at him with 
my .38 Smith and Wesson without 
hitting a tire. But as business gets bet- 
ter, the simple sports that occupied our 
time during our pioneer days vanish 
one by one. For example, Rat Hunting 
is now gone—we tore up the old floors 
and laid down solid concrete with new 
Hooring on top. . .filling up all the old 
holes while doing the cement work. 


Speaking of animals reminds me | 
had better check on the progress ot 
that mailing Clark-O’Neill is address- 
ing for us to veterinarians. There is 
one list | practically never bother to 
test anymore. If a proposition is good, 
the veterinarians seem to go for it— 
hook, line and sinker. 


Social Note: Our shipping clerk has 
just bought himself a snappy Stude 
baker (Oh to be young and single 
again). Which brings up the old ques 
tion of Democracy in action. I'm on 
the Polish Government's propaganda 
list, and they send me regularly (by 
registere:’ mail) their informational 
magazine. Loaded with Commie pro 
paganda. . .but the format is out of 
this world. Sort of on the Fortune 
magazine style, but makes Fortune 
look like a poor relative. This last is 
sue had a discussion of Polish-made 


motor vehicles. As I read the descrip 
tions, | couldn't help wondering how 
much of the production ever filters 
down to the guys who make ‘em. Now 
in this benighted Capitalistic System 
of ours, my steno has a new Dodge, 
the lady who addresses our envelopes 
has a new Ford station wagon, our 
printer sports a 55 Nash, one of my 
suppliers has bought into a new car 
agency, and me—(the filthy capitalist 
—who in words of our Commie 
friends “exploits” these poor starving 
masses) I’m driving around in my 
1948 Pontiac. It’s only got 8,345 miles 
on the speedometer—because it doesn’t 
show the first 100,000. Comes the Rev- 
olution, Brethren, the besses will get 
new cars, too. 


* * 


Am wondering what is happening 
to the good old American System ot 
working for what you get and getting 
what you work for. The mail these 
days is flooded with begging letters 
for merchandise to be given as “Priz 
es.” Some of these letters are legitimate 
—but a lot of them have a strong smell 
of quick loot for the promoters. Even 
got two in the same mail to two of my 
addresses from a high school system 
(in a prosperous part of the country) 
asking for merchandise to be used in 
their classrooms. Now for certain com- 
panies, such demonstrations of material 
is of great value, and these companies 
in the rightful course of their business 
de supply things to schools. But this 
writer feels that if the schools need ma- 
terial, we the taxpayers should furnish 
the monies needed and the schools 
should feel free to act as educational 
not propaganda agencies. 


I see by my mail that the war is 
over. The Old Breed News (First Ma 
rine Division) this morning's 
mail says that once again swords are 
being worn for interior guard duty in 
Basic School at Quantico. That's my 
boys. The army is testing atomic can 
non. The navy is testing atomic sub- 
marines. And the Marine Corps, Lord 
love it, is still getting ready for a 
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More serious from the standpoint of 
Vet's affairs is the stand taken by 
AVC (American Veterans Committee) 
nine or ten 


which | joined some 
years ago. In The Bulletin, they talk 
about “Postal Pay Hike Gets AVC 


Push On Capitol Hill.” They go on to 
state that the Postal Service is “the 
most essential medium of communica- 
tion in this country.” No complaint 
with that. And the AVC also points 
out that maximum effectiveness can 
not be achieved by “admittedly over- 
worked and underpaid employees.” 
O.K., T'll grant that the boys in the 
big city areas of the P.O. system are 
underpaid. BUT. . I'd sure like to 
catch a hold of that guy who is “over 
worked.” Now, I loves the P.O. sys 
tem. It’s my bread and butter. But gal 
loping turtles are speed demons com- 
pared with the rate of movement of 
most of the lads I have observed. Sus 
pended animation might be the closest 
description of some of the time serv- 
ers loafing uround. There are a num- 
ber of hardworking boys in the P.O. 
system. . .but I have yet to see them 
passing out on the job due to sweat 
and strain. Anyway, | don't think its 
a Vet problem — maybe under the 
AVC slogan “Citizens First, Veterans 
Second”—but it’s more the duty ot 
the citizenry at large. Incidentally I'd 
still like to see the P.O. operated by 
Boyd’s Dispatch, as in days of yore. 
* 


Trying a mailing for a client. . .on 
pink stock, with a handwritten ad- 
dress, blue photo offset script letter, 
and perfumed ink. This should be 
the sweetest mail that has gone into 
the box in many a day. 


* * 


Under the heading of “Who is a 
Big Mailer?”: I recently sold the same 
series of letters to two clients. When 
1 say the same, | mean that the basic 
gadget and themes were on the same 
order although the wording was com 
pletely different. One was to small 
merchants and householders while the 
other was to heavy industry. My tee 
for this job was just double tor the 
big man what it was for the small 
man. I operate under the theory that 
each client pays what he can afford, 
and each client gets the best I have to 
offer. But the payoff was that the 
big man (with the big fee) is going to 
test 5,000 pieces ... and the man | 
thought was a litile man is going to 
“test” 50,000 pieces. Oh well live and 
learn. 

* * 

The boys in California are at it 

again. This time it’s a Crumb Bum 
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ADDRESSING PLATES 


If you use 
ELLIOTT-type STENCILS 
and want to REDUCE COSTS 
Box 41, Reporter, Garden City, N. Y. 
Garden City, New York 


ADVERTISING AGENCIES 


For pulling direct selling mail order ad- 
vertising campaigns in newspapers, 
magazines, trade papers, consult Mar- 


HELP WANTED 


Established mailing list compiler has 
opening for a capable man or woman 
with experience in list production. 
Good salary and permanent position if 
qualified. Ample opportunity for ad- 
vancement, 

Applications held in strict confidence. 


Box 42, The Reporter, GardenCity,N.Y. 


WANTED 


Wanted—Imprint letters, cards, fold- 


tin Advertising Agency, 15 E. 40 St., ers for syndication. Send samples, 
Dept. 33A, N. Y. LE 2-4751. Est. 1923. close-out prices, quantities available. 
| Box 464, Great Neck, 
ART SERVICE | MAIL ORDER REPORT 
ART STUDIO with competent staff | GET THE FACTS! Read ELSON RE- 
and topflite freelancers will furnish PORT for latest mail order trends, 


your needs in continuous tone and line 
illustrations, humorous and decorative 
spots, etc. for as little as $5 a month. 
Write on company letterhead for sam- 
ple drawings. Harry Volk Jr. Art Stu- 
dio, Pleasan‘ville 24, New Jersey. 


FOR SALE 
Envelope Sealer, Model SM 


“as sacrifice. International Fire- 
arms Co., 22 Kingman Avenue, St. Al- 
bans, Vermont. 


Electric 


PITNEY BOWES ENVELOPE SEAL- 
ER—Model A, serial 4811. Complete. 
Perfect. $200. HARRY J. ABRAMS, 
331 Emerson N.W. Wash. 11, D.C. 


MAILING LISTS 


CANADA'S BEST MAILING LIST 
250,000 live names on Elliott stencils 
Call your list broker — TODAY 
or Tobe’s, Niagara on the Lake, Canada 


FREE MAILING LISTS 
Retailers - wholesalers - manufacturers 
Banks - churches - institutions 
and 350 other lists to choose from. 
We charge only for addressing 
SPEED - ADDRESS KRAUS CO 
48-01 42nd Street 
Long Island City 4, N. Y. 


FLORIDA BIRTH LISTS 


Cortinuous weekly service on labels 
with birth dates, 50,000 annual guaran- 
tee. Comparisons invited. Other states 
available. Joseph E. Stopford, P. O 
Box 2747, Orlando, Fla. 


ideas, new products, media tips, etc. 
Late REPORT, 5,000-words, $1.00. 
Sent first class. Elson, Box 1631-DM, 
Fargo, N. Dak. 


OFFSET CUTOUTS | 


Stock promotional headings for repro- 
duction. OFFSET SCRAPBOOK NO. 1}, 
containing 1500 classified specimens, 
only $3.00 postpaid. It’s a rich source 
of practical help and _ inspiration. 
Thousands in use. Available also are 
other books containing promotional 
art, cartoons, type fonts, borders, 
panels, holiday art, etc. Most complete 
service in U.S. Free descriptive folder. 
A. A. ARCHBOLD, Publisher, P. O. 
Box 20740-K, Los Angeles 6, Calif. 


ONE TIME OFFER 


Att: Publishers, Financial inctitutions, 
Service Organizations! Here _ are 
sources for new business for you. We 
recently purchased this specially pre- 
pared Mailing List for a client who 
used it for a financial promotion from 
which satisfactory results were ob- 
tained. These names are offered at this 
incredibly low price as is—list form— 
complete U.S. coverage — immediate 
delivery 750,000 Business Executives 
& Professional Executives (no Medical 
Profession) $5.00 per M. Efficient 
Stencil Cutting Co., P. O. Box 129, 
Ridgewood, N. J. 


what’s new? 


Carbo-Snap is! 
addressing with your typewriter, 


your typist plus Carbo-Snap. 


Penny Labet Company 


9-13 Murray St.. N.Y. 7, N.Y 


Low cost 
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DIRECT MAIL DIRECTORY > 


LISTINGS ONE LINE PER ISSUE, $15.00 PER YEAR 


ACETATE SHEET PROTECTORS 
A. G. Bardes Co., Inc 437 N. Sth St., Milwaukee 3, Wis. (BR 2-3372) 
ADDRESSING 
Address-O-Rite Stencil! & Mach. Co., Inc. 64 W. 23 St., N.Y.C. 10 (OR5-3240) 
Creative Mailing Service, inc 460 N. Main, Freeport, Y. (FR 9-2431) 
ADDRESSING MACHINES 
Addressing Machine & Equip. Co...326 Broadway N.Y. 7, N.Y. (HA 2-6700) 
Elliott Addr. Machine Co...155A Albany St., Cambridge 39, oe. (TR 6-2020) 
Mailers’ Equipment Co 40 W. 15th St., N.Y. 11, N.Y. (CH 3-3442) 
Saver & Wallingford 143 W. Broadway, N.Y. 13, N. Y. WO 40520) 
ADDRESSING — TRADE 
Belmar Typing Service. .91-71 111th St., Richmond Hill 8, N.Y. (Vi 65322) 
Shapins Typing Service. .68-11 Roosevelt Ave., Woodside, N.Y. (HI 6-2730) 
oat AGENCIES 
Ad Scribe 12) = 254, North Canton, O. (Tel: 9-2552) 
The Jay H. Maish Co On Gospel Hill, Marion, O. (Tel: 2-1191) 
Martin Ad Agency (Dir. Sell. Mail Ord.) 15 PA E. 40, N.Y. C. 16 (LE 2-4751) 
Roskam Advertising (Mail Order) 1430 Grand, Kansas City 6, Mo. (HA 6469) 
ADVERTISING ART 
A. A. Archbold, Publisher. .P. O. Box 20740, Los Angeles 6,Calif. (PR 9062) 
Raymond Lufkin 116 West Clinton Ave., Tenafly, N. J. (EN 3-4860) 


Trapkus Art Studio (Smal! Ads) . 349 10th St., Moline, Ill. 
ADVERTISING BOOK MATCHES 
Match Corp. of America. . 3433-43 W. 48th Pl., Chi. 32, Ill. (VI 7-2244) 


1501 Locust St., St. Lovis 3, Mo. (CH 1-3239) 
ADVERTISING SPECIALTIES 
Geo. McWeeney Co., 6x 87, 414 Campbell Av., W. Haven, Conn. (WE 4-3411) 
AUTOMATIC MACHINE-ADDRESSING SERVICE. 
Globe Organization, inc 480 Lexington Ave., N.Y.C. 17 (PL 3-7938) 


AUTOMATIC TYPEWRITING 
Ambassador Letter Serv. Co Stone St., N.Y. 4, N.Y. (BO 9-0607) 


Universal Match Corp. 


BOOKS 
Art & Tech. of Photo Eng. Horan Eng. Co. 44 W. 28 N. Y.C. 1, (MU 9-8585) 
Reporter of Direct Mail 224 7th, Garden City, N. Y 
Cordially Yours — $ 
Dogs That Climb Trees 
How To Get The Right Start in Direct ae 
How To Think About Direct Mail ..........00eeeee 
How To Think About Letters 
How To Think About Readership of Direct Mail 
How Direct Mail Solves Management Problems 
How To Think About Showmanship in Direct Mail 
How To Think About Mail Order 
How To Think About Production and Mailing . 
The Plain Jane of Direct Mail os 
How To Think About Industrial Direct Mail 
BUSINESS BRIEFS 
1015 S. Shepherd Dr., Houston 19, Texas (LY 9126) 
BUSINESS CARD SERVICE 
; 270 Lafayette St.. N.Y. 12, N.Y. (CA 6-6340) 


PLANNING 


Wetmore & Co 


R. O. H. Hill, Inc 


Catalog Planning Co O01} W. 55th St., N.Y. 19, N.Y. (PL 7-1967) 
George F. McKiernan & Co. tose W. Van Buren St., Chi. 7, Ul. (TA 9-2424) 
STATIONERY 
The Newbern Company 7 W. Main St., Arlington, Texas (AR 5-2207) 


— COUPON MAILINGS 
Roskam Advertising (Mail Order) 1430 Grand, Kansas City 6, Mo. (HA 6469) 
COPYWRITERS (Free Lance) 
Leo P. Bort, Jr 64 E. Jackson Bivd., Chi. 4, Ill. (HA 7-9187) 
Mr. H. John Harder 5225 Wilshire Bivd., Los Angeles 48, Calif 
Edward W. Osann 175-35 88th Ave., Jamaica 32, N.Y. (Re 9-2244) 
Orville E. Reed 106 N. State St., Howell, Mich. (Tel: 65) 
Roskam Advertising (Mai! Order). .1430 Grand, Kansas City 6, ne (HA 6469, 
Franklin C. Wertheim 179-15 Jamaica Ave., Jamaica 32, N. (AX 7-1200) 
John Yeargain 442 East 20th St., N.Y. 9, N. Mi OR 7-4533) 


DIRECT MAIL AGENCIES 

American Mail Adv., Inc...610 Newbury St., Boston 15, Mass. (CO 6-7540) 
Homer J. Buckley 108 N. State St., Chi. 2, tll. (ST 2-5336) 
The Buckley Organization Lincoln-Liberty Bldg., Phila. 7, Pa. (RI 6-0180) 
Chase & Richardson, Inc 9 E. 45th St., N.Y.C. 17 (MU 2-8285) 
Dickie-Raymond, Inc 470 Atlantic Ave., Boston 10, Mass. (HA 6-3360) 
Dickie-Raymond, Inc 521 F fth Ave., N.Y. 17, N.Y. (MU 7-3369) 
Direct Mail Services 175 Luckie St. N.W., Atlanta 3. Ga. (CY 3398) 
Duffy & Assoc., Inc 918 N. 4th St., Milwaukee 2, Wis. (BR 3-7852) 
General Office Service, Inc. 527 6 St., N.W., Washington 1, D.C. (NA8-5348 
James Gray, Inc 216 E. 45th St., N. Y. 17, N. Y. (MU 2-9000) 
Harrison Services, inc 341 Madison Ave., N.Y. 17, N.Y. (MU 9-1630) 

129 Lafayette St., N.Y. 13, N.Y. (CA 6-4757) 
431 Howard St., Detroit 31, Mich. (WO 1-9470) 
7 Central Park W., N.Y. 23, N.Y. (Cl 5-8118) 
148 W. 23rd St., N.Y. 11, N.Y. (WA 9-6028) 


Proper Press, Inc 
R. L. Polk & Co 
Products Co 
Sales Letters, inc 


Sande Rocke & Co., Inc 91 7th Ave., N . Cc. 11 (WA 4-1551) 
The Smith Company 67 Beale St.. San Francisco, Cal. (SU 1-6564) 
John A. Smith & Staff 11 Beacon St., Boston 8, Mass. (LA 3-6545) 


DIRECT MAIL CONSULTANT 
Lawrence Lewis & Assoc 175 Sth Ave., N.Y. 10, N.Y. (OR 7-6868) 


DIRECT MAIL EQUIPMENT 


Americar Auto Typewriter Co., 2323 N. Pulaski R., Chicago 39, Ill. (EV 5151) 
8B. H. Bunn Co 76°5 S. Vincennes Ave., Chi. 20, Ill. (HU 3-4455) 
“orbin Wood Products Hornell, N. Y 
Davidson Corp 29 Ryerson St., Bklyn 5, N.Y. (UL 5-5970) 
A. B. Dick Co 5700 W. Touhy Ave., Chi. 31, Ill. (RO 3-1900) 


Felins Tying Machine Co 3351 N. 35th St., Milwaukee 16, Wis. (HI 5-7131) 
Inserting & Mailing Machines Co . Phillipsburg, N. J. (PH 5-'441) 


Markol Metal Products, Inc. 255 Mill St., Rochester 14, N.Y. (HA 3237) 

National Bundle Tyer Co. Blissfield, Michigan (BL 162) 

Scriptomatic, Inc. 310 N. llth St., Phila. 7, Pa. (WA 2-4213) 

Seal-O-Matic Machine Mfg. Co. .... So. Hackensack, N.J. (HU 7-1490) 
ELLIOTT STENCIL CUTTING 

Address-O-Rite Stencil! & Mach. Co., Inc. 64 W. 23 St., N.¥.C. 10 (OR5-3240) 


Clear Cut Duplicating Co...... 149 Broadway, N.Y. 6, N.Y. (WO 4-4457) 
Creative Mailing Service .. 460 N. Main St., Freeport, N. Y. (FR 8-4830) 
ENVELOPES 


American Envelope Mfg. Corp. ..26 Howard St., N. Y. 13, N.Y. (CA 6-7152) 
The American Paper Products Co. East Liverpool, O. (FU 5-4240) 
Atlanta Envelope Co.......... 1700 Northside Dr. Atlanta 1, Ga. (EL 3686) 
Berlin & Jones Co., Inc. 601 W. 26th St., N. Y. C. 1 (WA 4-4400) 
The Boston Envelope Co.. : 397 High St., Dedham, Mass. (FA 5-6700) 
The Century Envelepe Co...501 Park Ave., Minneapolis 15, Minn. (GE 3663) 
The Clasp Envelope Co., Inc. 98 Bleecker St., N.Y. 12, N.Y. (SP 7-0351) 
Columbia Envelope Co....2015 N. Hawthorne, Melrose Park, Ill. (ES 8-6214) 
Samuel Cupples Envelope Co...360 Furman St., Brooklyn 2, N.Y. (TR 5-6285) 
Cupples-Hesse Corp. ....4175 N. Kingshighway, St. Louis 15, Mo. (EV 3700) 
Curtis 1000 Inc 150 Vanderbilt Ave., W. Hartford 10, Conn. (JA 2-1221) 
Detroit Tullar Envelope Co...2139 Howard St., Detroit 16, Mich. (TA 5-2700) 
Garden City Envelope Co... .3001 N. Rockwell St., Chi. 18, III. (CO 7-3600) 
Gaw-O’Hara Envelope Co...500 N. Sacramento Bivd., Chi. 12, Ill. (NE 8-1200) 
The Gray Envelope Mfg. Co.....55-33rd St., Brooklyn 32, N.Y. (ST 8-290) 
Heco Envelope Co. .....4500 Cortland St., Chi. 39, Il. (CA 7-2400) 
Rochester Envelope Co. 72 Clarissa St., Rochester 14, N.Y. (HA 2404) 
The Standard Envelope Co. ...1600 E. 30th St., Cleveland 14, O. (PR 1-3960) 
Tension Envelope Corp....19th & Campbell Sts. Kansas City, Mo. (HA 0092) 
Tension Envelope Corp. : 522 Fifth Ave., N.Y. 36, N.Y. (MU 2-4644) 
Transo Envelope Co...3542 N. Kimball Ave., Chicago 18, Ill. (IR 8-6914) 
Transo Envelope Co 22 Monitor St., Jersey City, NJ. (HE 4-1587) 
United States Envelope Co. Springfield 2, Mass. (SP 2-7211) 
The Wolf Envelope Co..... 1749-81 E. 22nd St., Cleveland 1, O. (PR 1-8470) 
Wolf Detroit Envelope Co..14700 Dexter Bivd., Detroit 32, Mich. (DI 1-2221) 


ENVELOPE SPECIALTIES 
.159 Vanderbilt Ave., W. Hartford 10, Conn. (JA 22-1221) 
3026 Franklin Blvd., Chi. 12, Il. (NE 8-1200) 
Garden City Envelope Co. 3001 N. Rockwell St. Chi., 18, Ill. (CO 7-3600) 
The Sawdon Co. ‘ .480 Lexington Ave., N.Y. 17, N.Y. (PL 5-2516) 
Tension Envelope Co...19th & Campbell Sts., Kansas City 8, Mo. (HA 0092) 


FOREIGN MAILINGS 
Promotion, Joe Antonio............ 57-10-C, Madrid, Spain (Tel: 31 22 13) 
Sande Rocke & Co., Inc. 91 7th Ave., N.Y.C. 11 (WA 4-1551) 


FOREIGN POSTAGE 
..6 Lahey St., New Hyde Park, N. Y. (FL 2-2915) 


FUND RAISING 
William M. Proft Associates 27 Washington P!., E. Orange, N. J. (OR 3-2233) 


HOUSE ORGANS (SYNDICATED) 
Susser Letter Service. ...70-01 Queens Blvd., Woodside 77, N.Y. (NE 9-7500) 
IMPRINTERS — SALES LITERATURE 
L. P. MacAdams Co. 301 John St., Bridgeport 3, Conn. (ED 4-2167) 
INSERTING SERVICE — AUTOMATIC MACHINE 
Bonded-Nationwide....977 McDonald Ave., Brooklyn 30, N. Y. (UL 3-1143) 
INVISIBLE INK POSTCARDS 
‘ ‘ East Orange, N. J. (OR 4-8308) 
LABEL PASTERS 
Potdevin Machine Co........ 200 North St., Teterboro, N. J. (HA 8-1941) 


LABELS 
Framingham, Mass. (TR 3-3511) 
385 Gerard Ave., N. Y. 51, N.Y. (MO 5-1818) 
9 Murray St., N.Y. 7, N.Y. (BA 7-7771) 
1518 Walnut St., Philadelphia 2, Pa. (PE 5-6999) 


LETTER GADGETS 


Curtis 1000 Inc. 
Du-Plex Envelope Corp... 


Foreign Postace Service. 


Morley W. Jennings 


Dennison Mfg. Co. 
Allen Hollander Co., In 
Penny Label Co.... 
Tompkins Label Co. 


45 W. 45th St., N.Y. 19, N.Y. (JU 2-2186) 
A. August Tiger 545 Fifth Ave., N.Y. 17, N.Y. (MU 5-9552) 
LETTERHEADS 


Brunner Printing Co., Inc...190 Jefferson Ave., Memphis, Tenn. (Tel: 8-5126) 
Harper Engraving & Printing Co...283 E. Spring, Columbus 15, O. (AD 5057) 
R. O. H. Hill, Inc 270 R Lafayette St., N. Y. 12, N. Y. (CA 6-6340) 
Peerless Lithographing Co.. 4313 Diversey Ave., Chi 39, Ill. (SP 2-7000) 
MAIL ADVERTISING SERVICES (Lettershops) 
Advertisers Associates Inc. ..1627 Penn Ave., Pittsburgh 22, Pa. (AT 1-6144) 
Advertisers Mailing Serv., inc 45 W. 18th St. N.Y. N.Y. (AL 5-4500) 
Advertising Letter Service. .2930 Jefferson East, Detroit 7, Mich. (LO 7-9535) 
Atlas Letter Service 524 S. Spring St., Los Angeles 13, Cal. (VA 2502) 
Benart Mail Sales Serv., Inc. 228 E. 45th St., N.Y. 17, N.Y. (MU 7-8830) 
Cardinal Direct Mail Corp. 2 Broadway, N.Y. 4, N.Y. (WH 4-3722) 
Century Letter Co., Inc. 48 E. 21st St., N.Y. 10, N.Y. (Al 4-8301) 
Mary Ellen Clancy Co. 250 Park Ave., N.Y. N.Y. (PL 9-1520) 
Cleveland Letter Serv., Inc...740 W. Superior, Cleveland 13, O. (SU 1-8300) 
Connelly Organization, Inc 1010 Arch St., Phila. 7, Pa. (MA 7-8133) 
Elite Letter Co., Inc. 11 W. 32nd St., N.Y. 1, N.Y. (PE 61462) 
Fulfillment Corp. of America 381 W. Center St., Marion, O. (Tel: 2-1187) 
General Office Serv. inc...527 6th St., N.W. Washington 1, D.C. (NA 8-5348) 
Hudson Fulton Mailing Service 25 West Broadway, N.Y.C. 7 (CO 7-6171) 
Inserting & Mailing Corp....... 2 Broadway, N.Y. 4, N.Y. (WH 4-3722) 
Krupp’s Adv. Mailing Serv. .228 S. Los Angeles St., L.A. 12, Cal. (MI 8753. 
The Letter Shop : 67 Beale St., San Francisco, Cal. (SU 1-6564) 
Lincoln Letter Service, Inc.... 326 Broadway, N.Y. 7, N.Y. (BA 7-5770) 
Mailways ...200 Adelaide St. W., Toronto, Ont., Canada (WA 1808, 
Premier Printing & Letter Serv...620 Texas Ave., Houston 2, Tex. (PR 4145) 
Rochester Consumer Adv. Corp 210 Lyell, Rochester 6, N. Y. (GL 4726) 
Roskam Advertising (Mai! Order)..6 W. 10th, Kansas City, Mo. (HA 6469) 
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The Rylander Co. . , I. (FR 2-5953) 
The St. John Assoc., . (JU 2-3344) 
Union County Business Bureau "(WE 2-5614) 
Woodington Mail Advertising Serv...1304 Arch St., Phila. 7 Pe. (RI 6-1840) 


— BROKERS 
*Archer Mailing List Serv . 55th St., N.Y. 19, N.Y. (JU 6-3768) 
*George R. Bryant Co . (MU 
*George R. Bryant Co.. -oseeees 75 E. Wacker Dr., Chi. 1. til. (ST 
The Coolidge Co. ‘ ..6 East 23rd St., N.Y. C 10 (Al 
Dependable Mailing Lists, Inc. .381 4th Ave., N.Y.C. 
*Walter Drey, Inc.. ake 333 N. Michigan Ave., Chi. 1, " 
*Walter Drey, ...257 4th Ave. N.Y. 10, N.Y. 
Co. 16) Engle St., Englewood, N. J. 
*Lewis Kleid Co. .25 W. 45th St., N.Y. 36, N.Y. 
*Willa Maddern, ....215 4th Ave., N.Y. 3, N.Y. 
*Mosely Mail Order List Serv. 38 Newbury St., Boston 16, Mass. 
*Names Unlimited Inc ...352 4th Ave. N. Y. 10, N.Y. 
*D. L. Natwick Co. 136 W. 52nd St., N.Y.C. 19 ° 
Roskam Advertising (Mail Order). 1430 Grand, Kansas ap 6, Mo. ( 
Sanford Evans & Co., Ltd. 165 McDermot Ave., Winnipeg 1, Canada (92-2151) 
*James E. True Assoc.... 419 4th Ave., N.Y. 16, N.Y. (MU 9-0050) 


* Members — National Council of Mailing List Brokers 


MAILING LISTS — COMPILERS & OWNERS 

Albert Mailing Lists 120 Liberty St., N.Y. 6, N.Y. (RE 2-7573) 

Associated Advertising Serv...613 Willow St., Port Huron, Mich. (Tel: 7773) 

Bodine’s of Baltimore. .444 E. Belvedere Ave., Baltimore 12, Md. (ID 5-8900) 

Bookbuyers Lists... .. 363 Broadway, N.Y. 13, N.Y. (WO 4-5871) 

Boyd’s City Dispatch 120 E. 23rd St., N.Y. 10, N.Y. (GR 5-4600) 

Creative Mailing Service 460 N. Main St., Freeport, N. Y. (FR 8-4830) 

Walter Drey, 333 N. Michigan Ave., Chi. 1, Ill. (Fl 6-4180) 

Walter Drey, 257 4th Ave., N.Y. 10, N. Y. (OR 4-7061) 

Drumcliff Advertising Service Hillen Rd., Towson 4, Md., (VA 3-7290) 

Eli Kogos ee Webser, Mass. (WE 2780) 

E-Z Addressing Serv.. .83 Washington St., N.Y. 6, N. Y. (HA 2-9492) 

Fritz S. Hofheimer ...28 E. 22nd St., N.Y. 10, N.Y. (OR 4-6420) 

Industrial List Bureau... ‘ Webster, Mass. ( 

indus. Machinery News. .16142 Wyoming Ave., Detroit 21, Mich. 

The Walter S. Kraus Co. 48-01 42nd St., Long Isiand City 4, N. Y. 

Jewish Statistical Bureau 320 ‘Broadway, N.Y. 7, N.Y. 

Mapleton Service Co.....339 Kings Highway, Brooklyn 23, N.Y. 

Market Compilation Bur. 11834 Ventura Bivd., N. Hollywood, Cal. 

Montgomery Engineering Co... ..8500 - 12th ‘St., Detroit 6, Mich. ( 

Official Catholic Directory. 12 Barclay St., N.Y. 8, N.Y. (BA 

Palmer Lists 2432 Grand Concourse, N.Y.C. 58 (SE < 

Paramount Mailing Lists.....77-14 138th St., Flushing 67, N.Y. UA 

Pioneer Corporation 1 Belmont Street, Beimont 78, Mass. (BE 

W. S. Porton, Inc. 50 East 42nd St., N. Y., N. Y. 

R. L. Polk & Co. 431 Howard St., Detroit 31, Mich. (WO 1.9470) 

The Press Service . P.O. Box No. 2, Station ““G” Buffalo 13, N.Y. 

Rochester Consumer Advertising Corp. 210 Lyell, Rochester 6, N. Y. (GL 4726) 

Select List Co. (SW Prog.) 6238 Wilshire Biv., Los Angeles 48, Cal. (WE 39168) 

Zeller and Letica, Inc. 15 East 26th St., N. Y. 10, N.Y. (MU 5-6278) 

MAIL ORDER AGENCIES 

Roskam Advertising (Mai! Order) 1430 Grand, Kansas City 6, Mo. (HA 6469) 
MAIL ORDER CONSULTANT 

Whitt Northmore Schuitz......1115 Old Elm Lane, Glencoe, I! 
MATCHED STATIONERY 

Tension Envelope Corp.....19th & Campbell! Sts. Kansas City, Mo. (HA 0092) 

MESSENGER — TRUCKING SERVICE 

Mercury Service Systems, Inc.. 461 4th Ave., N.Y. 16, N.Y. (LE 2-6009) 
MIMEOGRAPH MACHINE 

Addressing Machine & Equip. Co...326 Broadway, N.Y. 7, N. Y. (HA 2-6700) 

MULTIGRAPH SUPPLIES 

Chicago Ink Ribbon Co 19 S. Wells St., Chi. 6, Ill. (ST 7800) 

Mack Type Co., Inc. 55 Fulton St., N.Y.C. 7 (BE 3-1487) 

MULTILITH a MULTIGRAPH MACHINES 
Addressing Machine & Equip. Co...326 Broadway, N.Y. 7, N. Y. (HA 2-6700) 


1. (HI 2-0773) 


PACKAGING 
7 Brown St., Newark 5, N. J. (MI 2-7575) 
PAPER MANUFACTURERS 
Appleton Coated Paper Co.....1250 N. Meade St., Appleton, Wis. (41454) 


Eastern Corporation. Bangor, Maine 


Pack-it (also Mail-it) 


Hammermil!l Paper Co 
International Paper Co 
The Mead Corp 819 Public ‘edge Bidg., Phila. 6, Pa. 
Millers Falls Paper Co..... - _Millers Falls, Mass. (OL 9-3331) 
Neenah Paper Co athe Neenah, Wis. (Tel: 2-1521) 
Nekoosa-Edwards Paper Co.... Port Edwards, Wis. (Tel: 3111) 
Peninsular Ypsilanti, Mich. (Tel: 62) 
Kalamazoo 99, Mich. (Tel: 2-0151) 
Housatonic, Mass. (HO 47) 
PERSONALIZED GIANT GRAM s 
‘ 7th Ave., N.Y.C. 11 (WA 4-1551) 
PHOTO. 
Horan Engraving Co., Inc.....44 W. 28h St., New York 1, N.Y. (MU 9-8585) 
Nassau Photo Engrav. Co 254 W. 3st St., N. Y. C. (PE 60817) 
PHOTOS IN QUANTITY 
Mulson Studio.......... P.O. Box 1941, Bridgeport 1, Conn. (Tel: 5-3077) 
PHOTO REPORTING 
Sickles Photo-Reporting Serv 38 Park Pl., Newark, N.J. (MA 2-3966) 
POSTAL INFORMATION 
Postal Digest Co. 448 W. Sunrise Highway, Valley Stream, N.Y. (VA 5-0309) 
POST CARDS 
.1319 N. 3rd St., Milwaukee 12, Wis. (BR 6-4246) 
37 W. 47th St., N.Y.C. 36 (PL 7-1661) 
PRINTERS — LETTERPRESS 
The Davenport Press, Main St., Mineola, N.Y. (PI 6-4050) 
George F. McKiernan & Co.....1056 W. Van Buren, Chi. 7, Ill. (TA 9-2424) 
PRINTING = | LITHOGRAPHY 
; W. 23rd St., N.Y. 10, N.Y. (OR 5-0300) 
Bruno, Calfiornia 
4313 Diversey, Chi. 39, III. (SP 2-7000) 
at .91 7th Ave., N.Y.C. 11 (WA 4-1551) 
PRINTERS LETTERPRESS & LITHOGRAPHY 
Paradise Printers Paradise, (ST 5131) 
Printcraft Press, . . N.Y. 1, N.Y. (LO 4-7430) 
Proper Press, Inc . N.Y. 13, N.Y. (CA 6-4757) 


PUBLIC RELATIONS CONSULTANT 
Whitt Northmore Schultz 1115 Old Elm Lane, Glencoe, |! 


SALES 
Martin Ad Agency (Mail Order) E 40, N.¥.C. 16 (LE 2-4751) 
SEASONAL A 
Arthur Thompson & Co.. .109 Market Pl., Baltimore 2, Md. (PL 2-4806) 
SUBSCRIPTION FULFILLMENT SERVICE 
Globe Mail Agency, Inc.... 148 W. 23rd St., N.Y.C. 11 (OR 5-4600) 
Globe Organization, Inc.. 480 Lexington Ave., N.Y. 17, N.Y. (PL 3-7938) 


SYNDICATED HOUSE MAGAZINES 
The William Feather Co 812 Huron Rd., Cleveland 15, O. (MA 1-6450) 


TRADE ASSOCIATIONS 
Advertising Trades Institute, Inc.....270 Park Ave., N.Y¥.C. 17 (MU 8-0091) 
L. Wm. Baker & Associates 330 Dodge St., Omaha, Neb. (WE.2503) 
Direct Mail Advertising Assn....381 4th Ave., N. Y. 16, N.Y. (MU 3-1682) 
Mail Adv. Service Assn. 18120 James Couzens, Detroit 35, Mich. (UN 4-3545) 


TRUCKING — MESSENGER SERVICE 
Mercury Service Systems, Inc......461 4th Ave., N. Y. 16, N. Y. (LE 2-600.) 


VARITYPE EQUIPMENT 
Zenith Typewriter & Adding Mach Co. 34 E. 22nd St., N. Y. C. 10 (SP 7-4930) 


VARITYPERS AND TYPE FONTS 
656 Broadway, N. Y. 12, N. Y. (Al 4-3230) 


42nd St., N.Y. 


Sande Rocke & Co., 


The Carr - 
Colorart Inc. of N. Y... 


Ardiee Service, 


Peerless Lithographing Co.. 
Sande Rocke & Co., Inc.. 


1. (GL 2493) 
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MY MAIL ORDER DAY 


(Continued from page 49) ture. That 
through like a clove of garlic in vanilla In further reference to the above 


selling a little device in = sizes 
to elderly gentlemen who “Can't get 
the idea out of their minds.” Sorry, 
Bub—I ain’t that old yet...and when 
| approach senility I've got memories. a 
bills? 


Friend Henry Stern down at Penny 


offset all the way down to the signa- 
sincere 


ice cream. Why don't some of these 
characters accord the 

little of the respect it deserves and 
stop sending out these three dollar 


American Public 


“This label is a sample of our work.” 


outfit I still don’t quite see the con- 
nection between Grapho Analysis and 
the sale of books entitled “Sex Happi 
ness in Marriage,” “The Homosexual 
in America,” “Love Without Fear” 
and that ever popular “Expert Typing 
in 60 Hours.” 


Label shows us an example of another 
of those $15 “Production Charge” 
racketeers. Reminds me of the gals in 
Panama who used to solicit with the 
come on: “I love you, but, please, you 
pay the room rent?” Those gals were 
in an honest business compared to the 
slugs who operate under the names of 
publishers in this $15 racket. 


Phony erzatz hand written letter in 
from a correspondence school. “A Per 
sonal Memo” from the president. Photo 


APRIL, 1955 


Note to Franconi Corp. (that ever 
dependable list house I recommend 
clients to for telephone book compila- 
tions on labels): Sure, I know that the 
girls typing your lists can easily mis- 
spell a company name every so often 

. ard sure, | know that even though 
you use the latest telephone directories 
for your compilations, an address that 
I moved away from three years ago 
might still crop up — but Mr. Fran- 
coni — PLEASE — don’t print under 
this misspelled misaddressed label 


See a farmer wrote into his local 
paper the other day . . . that his new 
hired girl was a problem. He couldn't 
“keep his hands away from her.” Ad- 
vice to the lovelorn wrote back: “Fire 
the hands and buy a tractor.” Well, 
I got to get back to the spring Mail 
Order Plowing myself testing 
this month: books, tooth picks, and a 
new batch of dinosaurs, also some of 
fice equipment. Maybe we will pick 
a winner. Maybe. 
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(Continued from Page 18) 


[) AND THE NATIONAL Industrial 
Advertisers Assn. has a_ streamlined 
program set for its 33rd Annual Con- 
ference to be held May 8-11 in Wash- 
ington, D.C. The four-day confab will 
place emphasis on leading topics such 
as “Annual Report & Sales Problems”, 
“Government Officials Answer NIAA 
Questions” and a number of manage- 
ment and sales clinics. 1955 Topper 
Awards will also be a main feature. For 
full program and registration informa- 
tion write to NIAA at 1776 Broadway, 
New York 19, N.Y. 


[) HOMELITE CORP., Port Chester, 
N. Y., manufacturers of chain saws, built 
a neat dealer package with an article 
from Country Gentleman (now Better 
Farming) magazine. The article, titled 
“Woodland {Chain Saw — Big Profits” 
ran in the same issue of the magazine as 
a Homelite ad with just about the same 
message. Homelite pounced on the tie-in 
opportunity, attaching reprints of both 
ad and article to a suggested letter for 


dealers to send to customers. 1,800 deal- 
ers asked for the package to mail to their 
prospective customers. Homelite wrapped 
up the package by also supplying deal- 
ers with tie-in posters and other selling 
aids. 

eee 


[ HOW TO MERCHANDISE With 
Corrugated Boxes is the latest booklet 
in Hinde & Dauch’s Little Packaging 
Library series. It features points to re- 
member in plotting a merchandising 
campaign .. . giving a ten-point drama- 
tization of the functions H&D boxes 
carry out. Full color illustrations are 
used as leading examples of good de- 
sign and packaging. Good job. 
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THE REMINGTON NOISELESS 
TYPEWRITER has been redesigned 
with added features. A slight tap of the 
keys on the new model activates a cal- 
culated weight, pressing the type onto 
paper in a uniform impression. New ex- 
ecutive type styles are offered at no ex- 
tra cost, and ribbons come in colors to 


\ 


harmonize with letterhead design. Rem- 
ington Rand will send you a folder on 
the new 1955 Noiseless if you write to 
them at 315 4th Ave., New York 10, 
'¥. 


eee 

“LOOK” . . . says a dramatic head- 
line on a folder from Ysobel Sandler 
Advertising, 1 Gramercy Park, New 
York 3, N.Y., to announce their new 
phone number. Nothing unusual about 
the headline word, itself . . . but Sand- 
ler gives it a lot of punch by tipping 
on two brand new nickels to form the 
double “O” in “LOOK”. The clever 
10c giveaway is a good way to suggest 
calling the ageny at their new number 
(Oregon 4-0400). 


[JFISHER-STEVENS SERVICE, INC., 
medical addressing and mailing service, 
moved to a new plant in Clifton, N.J. 
William A. McComb, vice-president of 
F-S, reports that to his knowledge the 
new building is the first one specifically 
designed to handle medical mailings. A 
sub-station of the Clifton Post Office 
will be located in the building to handle 
large volume of medical mail processed 
by 400 F-S employees. Fisher-Stevens 
will maintain a sales office in New York 
at 19 W. 44th St. The new plant is 
located at 120 Brighton Rd., Clifton, 
N.]. 


eee 


(1) BETTER BUSINESS BUREAUS in 
the U.S. and Canada handled 2,005,288 
inquiries and complaints during 1954. 
The figure was announced in a Sta- 
tistical Analysis of BBB Activities for 
1954 released last month by the Assn. 
of Better Business Bureaus, 723 Chrys- 
ler Bldg., New York 17, N.Y. Although 
the inquiries and complaints were 6% 
higher than 1953's total, association 
president Victor H. Nyborg reports that 


the number of advertisements requiring 
investigation reached a new post-WW 
II low. Practices in the home improve- 
ment field created most of the work 
for BBB, with home appliances second. 
Congratluations to all Better Business 
Bureaus for a bang-up public service 


job. 
Jad 


(1) DYNAMIC DIE-CUT EFFECT: A 
spiral bound promotion piece from 
Newsweek magazine, headlined “Some- 
thing To Think About”, really gets at- 
tention with a striking die-cut effect. 
Last page of the six-page folder shows 
a picture of Rodin’s “The Thinker”. 
The five pages on top of it (each a 
different color) are die-cut with a square 
which gets smaller on each page. The 
cover effect is a framed picture of “The 
Thinker”, with perspective depth. Copy 
pointed up the fact that “1,000,000 
families (Newsweek readers) are think- 
ing about the world, its peoples, pur- 
poses. They buy Newsweek to learn 
more.” 


eee 
[) ART PRODUCTION can be speed- 
ed up with this new vertical art projec- 
tor called Art-O-Graph. Projects art, 
photos and three-dimensional objects for 


scaling and making original layouts. 
Price is $377. You can get an illustrated, 
detailed folder by writing the manu- 
facturer, J. A. Engel, Inc., Phoenix Bldg., 
Minneapolis 1, Minn. 


eee 


LATEST VOLUME FIGURES 
from the DMAA show tks during Feb- 
ruary, 1955, business a total of 
$106,491,373 on direct mail ...a 
2.5% gain over February, 1954's ex- 
penditure of $103,902,873. During the 
first two months of 1955, business spent 
$218,092.334 on diroct mail ...a 
4.1% boost over the amount spent during 
the same period last year. 


THE REPORTER OF DIRECT MAIL ADVERTISING 


Nee. 

5 

1 

homelite delivers direct mail 
= 
= 
= 
ces 
re 


ONE OPERATOR MAILS: Advertising, Publicity 
Notices, Dividends, Bills, Statements, Premiums, 
Price Lists, Catalogs, House Organs, Magazines... 
quicker and faster than 23 pairs of human hands 
..- handling as many as 4,500 pieces of finished 
mail per hour including up to 8 enclosures. 


ONE INSERTING AND MAILING MACHINE 


ELIMINATES: Stas of temporary mailing crews, 
supervisory time, chaotic mailing preparations 
and excessive floor space —an area of only 7’ x 
10’ is all that’s required and this includes working 
aisles around the unit. 


Whether your regular mailings run 10,000 or 
1,000,000 pieces or more, Inserting and Mailing Machine 
will save time and money. No more labor 

headaches ... no more costly mailing delays. Now, you 
can get your important mailings out on time 

in a minimum of space without expensive mailing 

costs. Outstanding companies in every field throughout 
the country cut mailing costs 80% by mechanization. 
Inserting and Mailing Machine will 

handle 30,000 to 40,000 pieces per day and will pay for 
itself within a year or two. It is used by Banks, 
Manufacturers, Publishers, Mail Order Companies, 
Retailers and Service Organizations. 


Let us make a time-cost study of your mailing operation. 
We will be glad to prepare an Analysis & Proposal for 
you, showing your present mailing costs and the savings 
you will enjoy with Inserting and Mailing Machine. 


INSERTING AND MAILING MACHINE CO. 


PHILLIPSBURG, NEW JERSEY 


GATHERS EMCLOTUEES INTO ENVELOPE ENVELOPE PRINTS POSTAGS INDICIA COUNTS & STACES 


INSERTING AND 
MAILING MACHINE 


SAVES 80% 


Gathers and Stuffs 1 to 8 Enclosures * Seals * Meters 
Postage and Prints Postal Indicia * Counts * Stacks 


INSERTING AND MAILING MACHINE CO. 
PHILLIPSBURG, NEW JERSEY 


[] Please prepare Analysis & Proposal pertaining to 
our mailing needs. 

[) Please send us more information about the machine. 

Individual 

Firm 

Address 

City 
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does a splendid job 


Today's generally high prices have tricked some into 
feeling that satisfactory advertising pieces must be 
expensive. It isn’t necessarily so. And DULLCHROME 


proves if. 


Here’s a semi-dull, tinted one side coated book paper 
that offers real versatility in color combinations and 


fold, die-cut and diagonal trim possibilities. 


DULLCHROME Coated Book is a “working” stock that has 
proved itself a sound printing and halftone repro- 
duction paper . . . and a solid value. Our sample port- 
folio with its wealth of die-cut and fold variations is 


sure to interest you. It’s yours for the asking. 


APPLETON COATED PAPER COMPANY 


1250 NORTH MEADE STREET 
APPLETON, WISCONSIN 


for COST and COLOR-CONSCIOUS 
: 
 +DULICHRO d book, tinted id a 
| coate , tinted one side 
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